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Introduction 

A Quick Scan is a piece of research into the degree of corporate social responsibility (CSR) present in 
a company’s operations. This does not relate to social projects undertaken by multinationals but to the 
responsible implementation of core activities. The criteria which are brought to bear for this purpose 
include internationally accepted standards and treaties, such as the Conventions of the International 
Labour Organization (ILO) and the Declaration of Human Rights of the United Nations. Additionally, 
sector-specific standards and codes are employed, as well as comparisons with the policies of a 
company’s competitors.  
 
This Quick Scan aims to provide a first assessment of the overall CSR performance of Lush 
Cosmetics Ltd., and is undertaken in five days.  SOMO checks the business sector of Lush, gives an 
overview of the problems and CSR-issues, and investigates whether these issues are relevant to the 
company.  
 
This Quick Scan on Lush Ltd. was commissioned by Greenpeace Netherlands. 
 

Research questions 

This report aims to answer the following questions about Lush; 
���� Who are the owners of the company? 
���� What is its corporate structure? 
���� What does its supply chain look like? 
���� Does the company have a CSR policy? If so, how does the quality of this policy compare to other 

companies in its sector? 
���� Is the company involved in any known controversial business practices, either directly or indirectly 

through its supply chain? 
���� What is the overall CSR performance of Lush and what are the CSR-related risks of this 

company? 
 

Methodology 

This report has been drafted on the basis of desk research, and makes use of the following sources; 
���� Filings at corporate registries in The Netherlands and the United Kingdom 
���� Information from Lush’ website 
���� National and international media reports 
���� NGO websites  
���� Corporate databases 
���� Sector and market reports 
 
In addition, one ‘mystery shopping’ visit has been made to one of Lush’ shops to assess the 
implementation of its policies. 
 
This report will initially be an internal document, and has not been sent to Lush for review. 
 

Report outline 

This report consists of five chapters. Chapter 1 gives a general overview of the company, its owners, 
size and locations, among other things. Chapter 2 identifies some of the important CSR issues for the 
cosmetics sector, and evaluates the policies of a number of competitors. Chapter 3 describes Lush’ 
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approach to CSR and its CSR policies. Chapter 4 gives an overview of the negative media attention of 
the company and the known controversies. Chapter 5 provides the main conclusions and a risk 
analysis for Greenpeace. 
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1.  Company Profile  

Lush Cosmetics Ltd. is a privately owned retailer of cosmetics, with its headquarters based in the 
United Kingdom. 1 The company manufactures and sells various cosmetic related products, such as 
soaps, shower gels and body lotions in over 700 stores worldwide.  
 

Founders, shareholders and directors 

Lush Cosmetics was founded by Mark Constantine (21-7-1952) in 1994. Mark Constantine started his 
career as a trainee hairdresser. In 1976, he founded Constantine & Weir, a hair products company 
that became the largest supplier for The Body Shop.2 To further increase their product output, he 
started a catalogue order company called Cosmetics To Go in 1987. When The Body Shop bought out 
Constantine & Weir in the early 90’s, he put all his cash in the catalogue business. Due to 
unexpectedly high consumer demand, high cost price, and technical problems, the company could not 
fulfil its obligations and went bankrupt in 1994.3  
 
Lush Cosmetics Ltd. was subsequently founded by Mark Constantine and his wife Margaret 
Constantine and both are currently shareholders (table 1). Mark Constantine is managing director and 
Margaret Constantine is Head of Manufacturing at Lush Cosmetics Ltd. Table 1 shows the current list 
of shareholders of Lush Cosmetics. 
 
Table 1: Shareholders of Lush Cosmetics Ltd. 4 

 
 
Table 2 shows the list of current directors of Lush Cosmetics. Andrew Gerrie is the current CEO and 
forms the board of directors together with Mark and Margaret Constantine.6 The highest paid director 
of Lush Ltd received a salary of £178,000 (in 2010: £287,000).7  This salary seems to be based on the 
company’s net profit of the respective years.  
 

                                                      
1  Lush Cosmetics Ltd., Company Overview 2012, accessed through Graham & Whiteside Companies Database  
2  D. Teather, “Lush couple with a shed load of ideas”, The Guardian, 13-04-07, 

<http://www.guardian.co.uk/business/2007/apr/13/retail2> (27-11-12). 
3  Lush Cosmetics Ltd., video: Making mistakes, losing everything, starting again and making a profit, accessed through 

Youtube.com, <http://www.youtube.com/watch?v=AZIzoWcqOME> (27-11-2012) 
4  Lush Cosmetics  Ltd., Annual Return 2012, accessed through UK Companies house 
5  Lush Cosmetics Ltd., Directors’ report and consolidated financial statements, registered number 04162033, 30 June 2011, 

accessed through UK Companies House, (27-11-12). 
6  Idem 
7  Idem 

Name No of shares in 2012  Dividend paid in 2011 (at 
£225,89 per share) 

Mark Constantine 3000 £677,670 

Margaret J Constantine 2000 £451,780 

Andrew Gerrie 955 £215,725 

Elizabeth Bennett 700 £158,123 

Rowena Bird 500 £112,945 

Helen Ambrosen 500 £112,945 

Paul Greeves 300 £67,767 

Karl Bygrave 80 £18,071 

Total  8035 £1.815,0265 
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Table 2: Board of Directors of Lush Cosmetics Ltd. 8 

 
 

Basic financial information 

Table 2 provides the basic financial information for the Lush Group of Companies. In 2011, the group 
employed a total of 5,007 employees and operated 728 shops (an 8% increase from 2010. In its 
annual statements, the directors explain that the profit before tax had decreased due to a one-off 
loyalty bonus of £1.7 million.9 Furthermore, the accounts of Lush Ltd., the company’s UK subsidiary, 
also gives a number of explanations for the drop in profits of this particular business segment, 
including the organisation of ‘LushFest’, a large international meeting which cost £0.6 million.10 
 
Table 3: Basic financial information for Lush Cosme tics 
 2011 (x£1,000) 2010 (x£1,000) 

Turnover 272,202 247,171 

Profit before tax 21,321 22,306 

Taxes paid (8,319) (10,153) 

Net profit 9,627 8,575 

 
The subsidiary active in The Netherlands is Lush BV. The annual accounts of this subsidiary, as 
deposited at the Dutch Chamber of Commerce, do not include a profit and loss account, but do 
include a balance sheet.11 Table 4 provides the basic information gathered from the latest accounts. In 
2010, the company employed 38 people. 
 
Table 4: Basic financial information for Lush BV 
 2011 (x€1,000) 2010 (x€1,000) 

Fixed assets 7,769 8,071 

Current assets 2,378 2,656, 

Shareholder equity 215 2,113* 
* The large difference in shareholder equity between 2010 and 2011 can mostly be explained to a difference in accounting 
policies. 
 

Locations and subsidiaries 

Lush is active worldwide, and its shops can be found in; New Zealand, Netherlands, United States, 
United Kingdom, Ukraine, Turkey, Taiwan, Switzerland, Sweden, Spain, Slovenia, Singapore, Serbia, 
Saudi Arabia, Romania, Republic of Korea, Portugal, Philippines, Norway, Macedonia, Latvia, Kuwait, 
Kazakhstan, Japan, Italy, Ireland, India, Hungary, Germany, France, Finland, Estonia, Czech 
Republic, Croatia, Chile, Canada, Bosnia and Herzegovina, Belgium, Austria and Australia.12 The 
company is headquartered in Poole, United Kingdom.  
 
Table 5 provides a breakdown of the company’s turnover per region. 

                                                      
8  Lush Cosmetics Ltd., Annual Account 2011, accessed through UK Companies house. 
9  Lush Cosmetics Ltd., Directors’ report and consolidated financial statements, registered number 04162033, 30 June 2011, 

accessed through UK Companies House, (27-11-12). 
10  Lush Ltd. Directors’ report and financial statements, registered number 2940032, 30 June 2011, accessed through UK 

Companies House (27-11-12). 
11  Lush BV, Jaarrekening 72801/2010/2011, accessed through the Kamer van Koophandel, (27-11-12). 
12  Lush Cosmetics Ltd., Company Overview, accessed through Global Data 

Name Current position  

Mark Constantine Managing Director, Lush Ltd. 

Margaret J Constantine Director, Lush Ltd. 

Andrew Gerrie 
Director, Lush Ltd. 
CEO, Lush Cosmetics Ltd. 
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Table 5: List of Lush subsidiaries 
Region  2011 (x£1,000) 2010 (x£1,000) 

United Kingdom 70,611 66,163 

Asia 103,292 97,300 

North America 47,992 41,278 

Rest of Europe 40,259 34,564 

Australasia 10,048 7,866 

 
Lush Ltd. holds interests in 30 subsidiaries, located throughout Europe, Asia, Oceania and North 
America. Table 5 gives an overview of all the identified Lush Cosmetics subsidiaries. The names of 
the subsidiaries suggest that Lush owns manufacturing facilities in England, Australia and Chili. 
 
Table 5: Subsidiaries of Lush Ltd.  

Subsidiaries (>50% owner in 2011) Country Share held (%)  

Lush Ltd.  England 100 

Lush Retail Ltd.  England 86 

Lush Dublin Ltd.  Rep. of Ireland 86 

Lush (Ireland) Ltd. Northern Ireland 86 

Lush (New Zealand) Ltd.  New Zealand 93 

Lush Australasia Manufacturing Pty Ltd.  Australia 93 

Lush Australasia Retail Pty Ltd.  Australia 93 

Lush Licensing Inc  USA 50.5 

Lush Japan KK  Japan 54.5 

Lush BV  Netherlands 100 

Lush GmbH Germany 100 

Lush SARL  France 100 

Cosmetique Frais Fait Main SARL  France 100 

Lush NV Belgium 100 

Lush Cosmetics SL  Spain 100 

Lush USA Inc  USA 50.5 

Lush Manufacturing Ltd.  England 100 

Lush Austria GmbH Austria 100 

Lush Internet Inc USA 50.5 

Lush LLC Dubai 100 

Lush Sweden AB Sweden 50 

Lush Italia SRL Italy 100 

Seebimen OU Estonia 80 

B Never too busy to be Beautiful Ltd. England 75 

Lush Hungary KFT Hungary 100 

Lush Fresh Handmade Cosmetics D O O Serbia 50 

Lush Chile Manufacturing Chile 99 

Lush Handmade Cosmetics Ltd. Canada 45.96 

Lush Russia Limited Liability Company Russia 35 

Yulshimhee Co Limited South Korea 25 
Source: Lush Cosmetics Directors report and consolidated financial statements 2011 
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Ingredients and supply chain 

On its website, Lush stresses the importance of using fresh, natural ingredients. An extensive section 
of the company’s website is dedicated to the ingredients that the company uses, and gives further 
background information about the use of those ingredients in the company’s products.13 
 
Information on Lush’ supply chain is scattered and it is therefore difficult to provide a complete picture 
of the various partners and phases within its supply chain. In the presentation video on the company’s 
website, it is stated that Lush wants to know and be able to visit the sites where their ingredients come 
from, to ensure that no harm is done to the environment and that working conditions are acceptable.14 
A few examples of information provided on the Lush website regarding the origin of its ingredients 
include coconut oil from Indonesia, olive oil from Israel, and blueberries from the UK.15 
 
Furthermore, Lush states that it intends to deal directly with the producers of raw materials, eliminating 
traders in the process. Lush also states that the transaction should have a positive effect on the 
community from which the materials are sourced. In an article discussing the company’s approach to 
Fair Trade, a spokesperson indicates: “As a team, we all feel very strongly about knowing where our 
materials are coming from. While only a few of our ingredients are currently registered as Fair-trade, 
many are organic, some are “fairly traded” and others are top quality materials bought through 
distributors.”16 

 

Main competitors 

Lush’ main sector is the cosmetic sector, with the retail of perfumes, cosmetics and other toilet 
preparations.17 Within this sector, the company’s main competitors include; Alliance Boots; Bath & 
Body Works; Burt's Bees; Kiehl's; LVMH; The Body Shop; and Ulta.  
 
Table 6: Comparative overview of Lush Cosmetics and  some of its competitors 

Company’s Group revenue in 2010/11 (million) Employees 
Lush Cosmetics Ltd. £272 5007 

Alliance Boots18 £ 23,009 116,000 

Limited Brands (Bath and Body Works)19 $ 10,364 97,000 

L’Oreal (Kiehl’s and The body Shop)20 € 19,495 66,620 

Burt’s Bees Inc. 21 $ 16422 380 

LVMH € 23,65923 100,00024 

 

                                                      
13  Lush website, Our Ingredients, no date, https://www.lush.co.uk/ingredient (28-11-12). 
14  Lush website, Our Values, no date, https://www.lush.co.uk/our-values (28-11-12). 
15  Lush website, Our Values, Creative Buying, “Natural Raw Materials”, no date, https://www.lush.co.uk/our-values/creative-

buying/category/37 (28-11-12). 
16  Lush website, “Lush and Fair-trade”, no date, https://www.lush.co.uk/content/view/4469 (29-11-12). 
17  Lush Cosmetics Ltd., Company Overview, 19-11- 2012, accessed through Reed Elsevier Corporate Affiliations 
18  Alliance Boots website, Annual Report 2012, 

<http://media.allianceboots.com/App_Media/AllianceBoots/financial%20information/Alliance_Boots_Annual_Report_2011-
12.pdf>, (22-11-2012)  

19  Limited Brands website, Annual Report 2012, 
<https://materials.proxyvote.com/Approved/532716/20120330/CMBO_124594/images/Limited_Brands-2012.pdf>, p. 102, 
(28-11-2012) 

20  L’Oreal website, Annual Report 2010, <http://www.loreal-finance.com/_docs/us/2010-annual-report/LOREAL-2010-AR-
volume2.pdf >, (22-11-2012). 

21  New York Times website: Can Burt’s Bees Turn Clorox Green?, 
<http://www.nytimes.com/2008/01/06/business/06bees.html?pagewanted=all>, (22-11-2012). 

22  In 2007 
23  LVMH website, LVMH at a glance, <http://www.lvmh.com/investor-relations/lvmh-at-a-glance/key-figures>, (28-11-2012). 
24  LVMH website, LVMH and the environment, < http://www.lvmh.com/the-group/lvmh-and-the-environment>, (28-11-2012). 



Lush Cosmetics Ltd. Quick Scan   

 10 

Over the last decades, many privately owned cosmetics companies have been taken over by large 
multinationals. This introduced the presence of multi-billion companies, who are also active in a range 
of other sectors. Examples of such acquisitions include the purchase of The Body Shop by L’Oreal 
and of Gillette by Proctor and Gamble.25 The current Managing Director of Lush Ltd. has been 
adamant in his opposition to these developments. For example, he states: “Nearly all ‘ethical 
businesses’ get sold to large corporations because people couldn’t resist the money, or more often, 
they got into trouble somewhere along the line and took investment. They’d already sold their soul to 
the devil and it’s all over. That’s nearly all of them – Anita did that early on, Ben and Jerry’s did that, 
Innocent did that. It’s all bullshit. If you have a reasonable business and you take it steady and don’t 
want to go further than 30% a year, it’s perfectly possible, with some help from the bank, to take your 
business anywhere you want.” 26 
 
 

                                                      
25  PRweb website, Global Cosmetics Manufacturing Industry Market Research Report Now Available from IBISWorld,  
 <http://www.prweb.com/releases/2012/9/prweb9905942.htm> (23-11-2012) 
26  Growing Business website, Famous entrepreneurs: Mark Constantine, <http://www.growingbusiness.co.uk/mark-

constantine.html>, (27-11-2012) 
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2. CSR initiatives in the sector  

In order to assess the Corporate Social Responsibility of Lush, this chapter first discusses a number of 
the important issues that the cosmetics sector is faced with. These issues form the basis of a short 
overview of the approach taken by two of Lush’ competitors. The identified issues and the approach of 
its competitors will be used to analyse Lush’ CSR approach Chapter 3.   

2.1. Major CSR issues in the cosmetics sector 

Within this Quick Scan, five issues have been identified that are of high relevance to the sector. These 
include 1) the lack of regulations regarding packaging claims; 2) environmental impacts of packaging 
materials; 3) consumer safety; 4) animal testing; and 5) environmental and social impacts in the 
supply chains of ingredients. 
 

The lack of regulations regarding packaging claims  

Many cosmetic brands make claims on their packaging related to consumer safety, environmental 
sustainability or whether the product has been tested on animals. Examples of such claims include 
“100% natural”, “better than surgery”, “lose inches of fat in days”. Such claims can be impossible to 
verify or are misused, adding to the bad image of the sector and creating confusion for the consumers. 
A report on Global Regulatory Issues for the Cosmetics Industry describes the difficulty to verify the 
accuracy of these claims, due to missing (international) regulations.27 The European Commission has 
now given itself the task, in cooperation with Member States, to define common criteria relative to 
specific claims for cosmetic products. New legislation on cosmetic labelling within the EU will become 
active in 2013. 28 
 

Environmental impacts of packaging materials  

Most of the packaging materials used in the cosmetic sector contain ingredients harmful to the 
environment, such as polyethylene. The usage of polyethylene products is part of a bigger discussion 
on the extensive usage of plastics in our modern day society, which focuses on recycling and the ban 
of conventional plastic as ingredient for packaging.29 The cosmetics sector has addressed the need for 
sustainable packaging during the Sustainable Cosmetics Summit, held in New York in May 2012, 
which led to the forming of a round table on sustainable packaging.30 The ultimate goal of this 
roundtable is to promote economic and environmental health through supply chain collaboration. In 
order to achieve this goal, the roundtable identified responsible material sourcing, responsible 
manufacturing practices and responsible product stewardship as key elements. 
 

Consumer safety  

Consumer safety has long time been a topic of discussion surrounding the cosmetic sector, as several 
of the chemical ingredients found in cosmetics products are related to the prevalence of cancer and 

                                                      
27  Lintner, K, Global Regulatory Issues for the Cosmetics Industry, ISBN 978-0-8155-1569-2, 

<http://www.sciencedirect.com/science/book/9780815515692>, (26-11-2012). 
28  Europa website, Legislation Summaries: Labelling and Packaging, 

<http://europa.eu/legislation_summaries/consumers/product_labelling_and_packaging/co0013_en.htm>, (29-11-2012). 
29  See: http://plasticpollutioncoalition.org/ (29-11-2012). 
30  Environmentalleader website, Members of roundtable,  <http://www.environmentalleader.com/2012/06/05/chanel-coty-avon-

join-sustainable-packaging-cosmetics-roundtable/>, (26-11-2012), and  <http://www.packagingdigest.com/article/521885-
Leading_cosmetics_companies_launch_sustainable_packaging_roundtable.php>, (26-11-2012). 
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other diseases.31 It is obvious that, over the last decade, the public has become better aware of the 
various harmful ingredients in products from the cosmetic industry and has been more vocal in their 
demand for chemical-free products.32 The Campaign for Safe Cosmetics, a coalition of 150 non-profit 
American organizations on health, environmental justice and consumer rights, issued several reports, 
and has worked closely with the American cosmetics industry, to get toxic chemicals out of cosmetics. 
In Europe, the hazardous substances in cosmetics are regulated through the REACH directive on 
hazardous substances.  
 

Animal testing 

Another critical and longstanding issue is the testing of cosmetics on animals for consumer safety 
reasons. 33  Consumers and action groups have long protested the use of animal testing, and in 2002 
the European Union agreed to phase out all animal testing of cosmetics. However, animal testing is 
still required in various other countries, such as the United States and Japan. For example, the FDA in 
the United States says: “Animal testing by manufacturers seeking to market new products may be 
used to establish product safety”.34 The animal rights organization PETA holds a registry of companies 
that do not use animals for product testing.35 
 

Ethical sourcing 

There is a direct relation between the cosmetic industry and the forestry and agricultural sectors in the 
global South. Some of the ingredients used in cosmetic products, such as cocoa, vanilla and palm oil, 
are related to social and environmental issues and pose supply chain sustainability risks. 
Deforestation, child labour, violation of labour rights and many more issues have been linked with the 
production of these commodities. The sector is discussing and addressing this issue, for example at 
the Sustainable Cosmetics Summit. 

2.2. CSR policies of Lush’ competitors 

In this section, the CSR policies of two of Lush’ competitors are discussed to provide a benchmark 
against which Lush’ own approach to CSR can be assessed. Burt’s Bees Inc was selected on the 
basis of the similarities in corporate size and structure. L’Oreal was selected because it is a market 
leader.36  

2.2.1. Burt’s Bees Inc37 

Burt’s Bees was founded in 1984 and is a subsidiary of Clorox, a US-based producer of foods and 
chemicals. Burt’s Bees produces and sells personal care products on 24 international markets, 
including Canada, UK, Taiwan and Australia. 
 

                                                      
31  Safe Cosmetics website, Market Shift: The story of the Compact for Safe Cosmetics 
 and the growing demand for safer products, <http://static.ewg.org/skindeep/pdf/MarketShift_CSC_Nov2011.pdf> (26-11-

2012). 
32  See: http://safecosmetics.org/ (30-11-2012). 
33  See: <http://www.peta.org/issues/animals-used-for-experimentation/default.aspx>, (26-11-2012), and 

<http://www.fda.gov/Cosmetics/ProductandIngredientSafety/ProductTesting/ucm072268.html>, (26-11-2012). 
34  FDA website, Product Safety: testing, 

<http://www.fda.gov/Cosmetics/ProductandIngredientSafety/ProductTesting/ucm072268.htm>, (29-11-2012). 
35  PETA website, “Search for cruelty-free companies and products”, no date, http://www.peta.org/living/beauty-and-personal-

care/companies/default.aspx (30-11-12). 
36  Bloomberg website, L’Oreal-losing-mass-market-share-, <http://www.bloomberg.com/news/2011-11-07/l-oreal-losing-mass-

market-share-in-western-europe-ceo-says.html>, (26-11-2012). 
37  Burt’s Bees website, CSR policy 2010, <http://www.burtsbees.com/wcsstore/Bee2C/upload/csr-

reports/2010/content/BurtsBeesCSR2010_Print.pdf>, (26-11-2012). 
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Burt’s Bees publishes its Social and Environmental Report on the company’s website every two years. 
Several topics are discussed in the report, such as History of Burt’s Bees Inc, its company profile, 
corporate structure, sustainability goals (2010-2020), environmental sustainability, greenhouse gas 
emissions, business performance, employee satisfaction, responsible sourcing policy, packaging 
policy and charity contributions. All these themes are represented in verifiable statements and figures. 
 

Packaging claims 

For product composition, Burt’s Bees claims to use 99% natural ingredients, while it also 
acknowledges the discussion surrounding such claims. In response to this, Burt’s Bees has 
implemented the Natural Standard to indicate whether a product is natural or not.38 The Natural 
Standard, which has been developed by the Natural Association (an American based NGO), is a set of 
guidelines that dictate whether a product can truly be labelled “natural”. 39  These guidelines include 
sections on natural ingredients, consumer safety, animal testing and environmental sustainability.   
  

Environmental impacts of packaging materials  

In 2010, Burt’s Bees started the development of a sustainable packaging policy within the company. 
The policy is based on their Sustainable Packaging Mission, where the company aims at producing 
less packaging that is more efficiently made, from recycled material and easily reused or 
decomposable. In its CSR report, the company also indicates that it makes use of the highest level of 
recycled materials for its packaging.40 
 

Consumer safety  

The Natural Standard guidelines indicate that a product labelled “natural” should avoid any ingredient 
that research shows may have a suspected human health risk.41 Scientific reports and the American 
FDA are amongst the sources used for the determination if an ingredient is “natural” or not. While 
Burt’s Bees does not refer explicitly to consumer safety on their website, the inclusion of this issue in 
the Natural Standard likely means that the company is addressing these issues through its application 
of this standard. 
 

Animal testing 

The company pledges on its website never to test their ingredients or products on animals.42 This 
statement is presented on the Burt’s Bees website, describing its commitment through the usage of 
The Natural Standard.43  

 

Ethical sourcing 

Burt’s Bees socially responsible sourcing policy is described in a 5 minute long video on the Burt’s 
Bees website.44 Burt’s Bees social responsible sourcing takes into account the social and 
environmental impacts of the company’s procurement. The goal of this policy is to minimize negative 
                                                      
38  Burt’s Bees website, The Natural Standard, <http://global.burtsbees.com/c/root-the-natural-standard-burt-s-bees.html> (27-

11-2012). 
39  Natural Product Association website, Standard for personal care products, 

<http://www.npainfo.org/NPA/NaturalSealCertification/NPANaturalStandardforPersonalCareProducts.aspx>, (27-11-2012). 
40  Burt’s Bees website, CSR policy 2010, <http://www.burtsbees.com/wcsstore/Bee2C/upload/csr-

reports/2010/content/BurtsBeesCSR2010_Print.pdf>, (26-11-2012). 
41  Burt’s Bees website, The Natural Standard, <http://global.burtsbees.com/c/root-the-natural-standard-burt-s-bees.html> (27-

11-2012). 
42  Burt’s Bees website, Our Commitment, <http://global.burtsbees.com/c/auxiliarymenu/our-commitment.html > (27-11-2012). 
43  Burt’s Bees website, The Natural Standard, <http://global.burtsbees.com/c/root-the-natural-standard-burt-s-bees.html> (27-

11-2012). 
44  Youtube website, CSR 2010 Chapter 6 – Sourcing, 

<http://www.youtube.com/watch?feature=player_embedded&v=49wfaKBI1pk>, (29-11-2012) 
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impacts. The company currently audits and evaluates the CSR performance of first level suppliers with 
a code of conduct and a sustainability score card, in the future hoping to involve also second and third 
level suppliers in the process. The company aims at sourcing locally (28 of its 30 most important 
suppliers in terms of revenue are US based). Burt’s Bees is also procuring products that are FSC 
certified and likes to expand this third party certification with other certifiers. 

2.2.2. L’Oreal 

L’Oreal is a France based market leader in cosmetics related retail. L’Oreal is active in 130 countries 
through various subsidiaries such as, Lush Ltd. competitors, The Body Shop and Kiehl's. The 
company owns 41 factories worldwide.45 
 
L’Oreal annually presents their performance as corporate group on financial matters and sustainability. 
Reporting is based on the Global Reporting Initiative (level B+46) guidelines.47 The report shows the 
company’s performance on; environment, economics, social, human rights, society and product 
responsibility.  
 

Packaging claims 

The group has an international department that assesses the communication of each product prior to 
commercialization to ensure compliance with the advertising regulations in each market.48 The 
Department L’Oreal considers it a duty to be proactive and take part in complying with local 
regulations in countries where the group is active.49 The L’Oreal group refers to their Green Chemistry 
department when claiming to use natural ingredients. Since 1999, this department tries to improve the 
proportion of plant-based raw materials in the company’s portfolio (55% in 2011).50  
 

Environmental impacts of packaging materials   

L’Oreal is part of the Sustainable Packaging Cosmetics Roundtable, which aims to advance 
sustainable packaging.51 In 2011, the L’Oreal group was in line with their goal of reducing waste per 
finished product by 50% (2005-15). New initiatives on this matter were also launched;  
���� 95.7% of the waste is reused, recycled or recovered for the production of energy. 
���� More than 50% of the sites send no waste to the landfill. 
���� Transportable waste generated per finished product decreased by 24.2% between 2005 and 2011 

(excluding returnable packaging). 
 

Consumer safety 52  

                                                      
45  L’Oreal website, Facts and figures, <http://www.loreal.com/_en/_ww/html/our-company/facts-figures/operations.aspx>, (26-

11-2012). 
46  L’Oreal website, Statement GRI Application Level Check, 

<http://www.sustainabledevelopment.loreal.com/DD/media/pdf/LOreal_Bplus_English_Statement.pdf>, (27-11-2012). 
47  L’Oreal website, Expert section, <http://www.sustainabledevelopment.loreal.com/expert-section.aspx >, (27-11-2012). 
48  L’Oreal website, GRI data sheets, 

<http://www.sustainabledevelopment.loreal.com/DD/media/pdf/LOrealRDD2011_GRI_DataSheets_GB.pdf >, p. 102, (27-11-
2012). 

49  L’Oreal website, GRI data sheets, 
<http://www.sustainabledevelopment.loreal.com/DD/media/pdf/LOrealRDD2011_GRI_DataSheets_GB.pdf >, p. 38, (27-11-
2012). 

50  L’Oreal website, GRI data sheets, 
<http://www.sustainabledevelopment.loreal.com/DD/media/pdf/LOrealRDD2011_GRI_DataSheets_GB.pdf >, p. 65, (27-11-
2012). 

51  Environmentalleader website, Members of roundtable,  <http://www.environmentalleader.com/2012/06/05/chanel-coty-avon-
join-sustainable-packaging-cosmetics-roundtable/>, (27-11-2012) 

52  L’Oreal website, GRI data sheets, 
<http://www.sustainabledevelopment.loreal.com/DD/media/pdf/LOrealRDD2011_GRI_DataSheets_GB.pdf >, p. 97, (27-11-
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The CSR report states that the L’Oreal group is committed to comply with international regulations on 
the safety evaluation of cosmetic products and their ingredients. For example, in Europe, L’Oreal 
complies with the requirements of European Directive 76/768/EEC. It further states that each 
substance that has the potential to be used as an ingredient in a cosmetic product (100% of the 
substances) is subject to a safety evaluation performed by a toxicologist.  

Animal testing 53 

According to the CSR report, L’Oreal is shifting towards new evaluation procedures for its products, 
which prohibits, among others, the use of animals to test product safety. The company further states 
that it is in compliance with the 7th amendment to the European Cosmetics Directive, banning the use 
of animals for cosmetic products.  
 
When L’Oreal bought The Body Shop in 2006, several action groups called for a boycott of the latter 
because they opposed the policy and practice of L’Oreal to continue to test its products on animals.54 
 

Ethical sourcing 

L’Oreal’s responsible purchasing policy covers four main topics, being social, health and safety, 
diversity, the environment and fair trade.55 In February 2010, signed the charter “10 commitments for 
Responsible Purchasing". All suppliers of L’Oreal that are classed as “at risk” are required to undergo 
a third party social audit. These audits cover the following aspects: child labor, forced labor, health and 
security, compliance with laws concerning trade unions, non-discrimination, disciplinary practices, 
sexual harassment or hostile working environment, observance of minimum wage/compensation and 
benefits, working time and relations with subcontractors. 
 
The company furthermore initiated a program, called Solidarity Sourcing, aimed at including small, 
economically vulnerable suppliers within its supplier’s portfolio. As part of the L’Oreal Group, the Body 
Shop initialized a program called Community Fair Trade.56 This is a program involving 25 suppliers, 
most of which are situated in the global south, based on the principles of fair trade. The Body Shop is 
also member of the Ethical Trading Initiative (ETI). 
 
 

                                                                                                                                                                      
2012). 

53  L’Oreal website, GRI data sheets, 
<http://www.sustainabledevelopment.loreal.com/DD/media/pdf/LOrealRDD2011_GRI_DataSheets_GB.pdf >, p. 98, (27-11-
2012). 

54  R. Booth, “Activists call Body Shop boycott, The Guardian, 17-03-06, 
http://www.guardian.co.uk/business/2006/mar/17/retail.animalrights (29-11-12). 

55  L’Oreal website, Responsible sourcing, <http://www.loreal.fr/_fr/_fr/html/suppliers/responsible-sourcing/responsible-
sourcing.aspx>, (27-11-2012) and L’Oreal GRI data sheets on responsible sourcing.. 

56  The Body Shop website, Community Fair Trade, <http://www.thebodyshop.com/values/CommunityFairTrade.aspx>, (29-11-
2012) 
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3. CSR at Lush Cosmetics Ltd. 

Lush Cosmetics presents itself as an ethical cosmetics company, as is outlined in an 18-minute long 
video on its website.57 This video discusses a number of issues that the company finds important, 
including sustainable sourcing of ingredients, reducing the packaging of products and using natural 
ingredients. At the same time, founder Mark Constantine has downplayed the ethical image in media 
interviews. For example, he states: “We’re not a marvellously ethical business, we’re alright. We’re 
just not really really naughty and crap.”58  
 
The same issues as discussed in the presentation video often appear in the company’s blogs, 
Facebook pages and Twitter accounts. For example, the Facebook page of Lush Cosmetics lists the 
following issues as part of the company’s mission59; 
���� We believe in making products from fresh organic fruit and vegetables, the finest essential oils and 

safe synthetics. 
���� We believe in buying ingredients only from companies that do not commission test on animals and 

in testing products on humans. 
���� We invent our own products and fragrances, we make them fresh by hand using little or no 

preservatives or packaging, using only vegetarian ingredients and tell you when they were made. 
���� We believe in happy people making happy soap, putting our faces on our products and making 

mums proud. 
���� We believe in long candlelit baths, sharing showers, massage, filling the world with perfume and in 

the right to make mistakes, lose everything and start again. 
���� We believe our products are good value, that we should make a profit and that the customer is 

always right. 
 
At the same time, the company does not seem to have a publicly available CSR policy. A request for 
further information about Lush Cosmetics’ CSR policies was sent by e-mail on November 26th 2012, 
and it was indicated by the Customer Care Manager of Lush Ltd. (the UK subsidiary) that the company 
does not publish any CSR report.60    
 

Environmental Policy 

The company has published a video on YouTube, explaining the company’s environmental policy. The 
actual policy was not found on Lush’ website. Interestingly, it is explicitly mentioned in the video that 
“Lush is so organic, that something that had too many rules and laws would stop the flexibility of the 
company”.61 Instead, the presentation of the company’s environmental policy emphasizes the 
company’s strategies and targets. The environmental policy deals with issues such as packaging, 
energy, waste and recycling, transport and communications; 
���� In the video it is explained that the company encourages its customers to bring their own bags and 

tins so that the product can be sold without any packaging. Around 70% of its products do not 
require packaging, and half of those products are sold without any. The company also makes use 
of recycled packaging materials, and encourages its customers to bring back their empty pots.  

                                                      
57  Lush website, Our Values, no date, https://www.lush.co.uk/our-values (28-11-12). 
58  Growing Business website, Famous entrepreneurs: Mark Constantine, <http://www.growingbusiness.co.uk/mark-

constantine.html>, (27-11-2012) 
59  Facebook website, account: Freshlush, <https://www.facebook.com/freshlush/info>, (29-11-2012). 
60  Email received 29-11-12. 
61  Youtube website, Lush Cosmetics - Our Environmental Policy, <http://www.youtube.com/watch?v=aHKpTnVQDe8 >, (27-11-

2012). 
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���� Regarding energy use, the company strives for an annual decrease of energy use by 5%, mostly 
through the use of LED lightning and more efficient production equipment.  

���� The company’s target on waste was a recycling rate of 85% of its cardboard, organic waste and 
plastics by 2010. It is unclear whether this target was met.   

���� On transport, the company aims to reduce its use of air freight to less than 5% and banned the 
use of air travel within the UK. It also pays 50 pounds UK Sterling per flight as a voluntary carbon 
tax, which is used to fund transport and climate change groups. 

���� Finally, it uses its communications strategy to inform its customers about a variety of different 
environmental issues. For example, it trains its staff to be able to discuss environmental issues 
with the customers, uses its shop windows to display a variety of different campaign messages, 
and uses its online presence for the same purpose. 

 
The company’s American subsidiary, Lush USA, has published its own Green Policy.62 For the most 
part, this policy addresses the same issue as the YouTube video described above. One notable 
exception is that this policy also addresses the company’s sourcing of raw materials. It describes how 
Lush USA is working to eliminate the use of palm oil in its products and replaces it with more ‘earth 
friendly oils’, and uses almond oils instead of mineral oils. The website further describes that Lush 
started to report on its environmental performance in 2011. However, no such reports were found on 
any of Lush’ websites. 
 

Campaigns and charity contributions 63 

One element of the Lush Cosmetics’ business model that makes it stand out from its competitors is its 
active engagement in a number of different public campaigns on various ethical issues. The company 
states on its website: “At Lush there are lots of ethical issues that we care about as individuals and 
take action on collectively, making us a campaigning company.”64 This active participation in public 
campaigns started in 2006, after The Body Shop was acquired by French multinational L’Oreal. The 
Body Shop had always presented itself as an ethical corporation, and its takeover by a multinational 
company was controversial as L’Oreal (and its part owner Nestlé) was implicated in those 
controversies that The Body Shop had campaigned against (e.g. animal testing).65 According to Lush, 
“another campaigning voice was needed on the high street”. The company decided to focus on 
campaigns that it believed would have difficulties to find support elsewhere. Examples of past 
campaigns include; 
���� Dumping manure in front of the European Parliament in protest to upcoming European animal 

testing legislation. 
���� Public campaigns for the closure of the Guantanamo Bay prison camps.66  
���� Fighting the vilification of sharks by hanging people from fishhooks in shop windows.67 
 
Furthermore, the company actively uses its blogs and social media to raise awareness on a range of 
other campaigns, including support for the Palestinian cause and clean drinking water, and against 
reptile trading and the use of fur. 
 

                                                      
62  Lush USA website, Green Policy, <https://www.lushusa.com/Our-Green-Policy/about-green-policy-intro,en_US,pg.html>, (26-

11-2012). 
63  UK Companies house annual account Lush Ltd. 2011. 
64  Lush USA website, Our Ethical Campaign, <https://www.lush.co.uk/content/view/233# >, (30-11-2012). 
65  Ecosalon website, Behind the Label: The Body Shop’s ‘Against Animal Testing’ Campaign, <http://ecosalon.com/behind-the-

label-the-body-shop-against-animal-testing-campaign/>, (29-11-2012). 
66  Cosmeticsdesign website, Lush supports closure of Guantanamo Bay, <http://www.cosmeticsdesign-europe.com/Market-

Trends/Lush-supports-closure-of-Guantanamo-Bay>, (29-11-2012). 
67 Lush UK website, Campaigns, <https://www.lush.co.uk/our-values/campaigns >, (30-11-2012). 
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Additionally, Lush Cosmetics actively provides donations to various registered as well as non-
registered charities working in the areas of environment, human rights and animal protection.68 A total 
of £1,586,000 was donated to these charities by the company in 2011. The campaigns that were 
financially supported by Lush include campaigns for the ending of trading in reptile and other exotic 
animals, anti-tar sands campaigns and funds for the victims of the 2011 earthquake in Japan. The 
company also installed an internal carbon tax program, through which all international flights by the 
company’s staff are taxed at a rate of £50 per tonne CO2 emitted (carbon tax fund collections in 2011: 
£109,374). This collected tax is donated to environmental groups, although no overview of these 
charities was found. Of the donations in 2011, an amount of £109,374 was donated to permaculture 
farms and training conferences, some of which are associated with Lush’ suppliers.  
 

Lush Cosmetics approach of sector issues 

 

Packaging claims 

The company states on its website, that it prefers using natural ingredients and as few synthetics as 
possible. A section of the Lush USA website adds: “We also believe words like fresh and organic have 
honest meaning beyond marketing”.69 Within the product line, 70% of the products are produced 
without using preservatives. During a quick review on the Lush UK website of the company’s product 
line, the only label found was the Vegan logo. This certificate is provided by The Vegan Society 
organization, which issues trademarks on products that do not use animals during any stage of the 
production.  
 
Contrary to Burt’s Bees, who makes use of an external standard for its product claims, for the most 
part Lush does not refer to any standards regarding the claims it makes about its products. This 
makes it difficult to verify the accuracy of such claims. L’Oreal has its own internal department that 
works on plant-based raw material and seems to be in the same phase as Lush when it comes to 
phasing out additives.       
 

Environmental impacts of packaging materials   

As described in the Environmental Policy section in this report, the company target on waste recycling 
was 85% of its cardboard, organic waste and plastics by 2010. In order to achieve this, Lush tries to 
sell as much products in their shops with as little packaging as possible. The goal is to use post-
consumer or post-industrial recycled materials that are recyclable, compostable and biodegradable 
whenever possible. In a blog on recycling found on the Lush website, the company states that is the 
first company to join the Plastic Disclosure Project and disclose to the public its plastic usage.70 It is 
unknown if and how this information is checked.  
 
The most prominent step taken by the company to reduce its amount of packaging is to promote 
several product lines that are sold without any packaging. Instead, the customers are encouraged to 
bring their own pots, tins or bags when buying these products at Lush.  
 
This makes Lush stand out compared to its competitors. While Lush has similar policies on recycling 
and reduction of waste as Burt’s Bees and L’Oreal, it is the only company that sells products without 
any packaging at all. 
 

                                                      
68 UK Companies house annual account Lush Cosmetics Ltd. 2011. 
69  Lush USA website, Green Policy, <https://www.lushusa.com/Our-Green-Policy/about-green-policy-intro,en_US,pg.html>, (27-

11-2012). 
70  See: <http://www.plasticdisclosure.org/disclosers.html>, (30-11-2012) 
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Consumer safety  

The company “believes in making products from fresh organic fruit and vegetables, the finest essential 
oils and safe synthetics”.71 How Lush qualifies an ingredient as being “safe” is unknown. Its 
competitors disclose that the ingredients are test in a lab (L’Oreal) or that a third party standard on 
safe to use ingredients is being used (Burt’s Bees). No such assurance is given by Lush regarding the 
safety of its products. 
 

Animal testing 

Lush is actively campaigning against animal testing via various media channels and charities.72 The 
company even has a special website, dedicated to inform consumers on animal testing and the 
company’s position on the matter.73 On the Lush USA website, the company states that; “it is 
committed to a policy that not only inhibits testing our products and ingredients on animals, or 
engaging with third-party suppliers to do so on our behalf, but that also prohibits buying any ingredient 
from any supplier that tests any materials on any animals for any purpose”.74 
 
Lush stands out in the sector on animal testing, as it not only prohibits the use of animal testing in any 
of its products, but it also actively uses various media channels to inform the public about the issue. 
The company is also featured in the PETA database of companies that do not use animal testing. 75 
Especially compared to L’Oreal, which is still only taking steps to phase out animal testing, Lush is 
much more proactive on this issue.  
 

Ethical sourcing 

In its presentation video, Lush emphasises the importance it gives to ethically sourcing its ingredients, 
knowing where the products come from and ensuring that no harm is done to people at the sites of 
origin.76 On the Lush website, there are a number of videos and articles that focus in on the sourcing 
of particular ingredients. In general, the company explains that it aims to use mostly pure and natural 
essential oils and that good relations with its suppliers are vital to ensure this.77 At the same time, the 
company acknowledges that it still uses some aromachemicals. The company also indicates that it 
aims to make use of fresh ingredients as much as possible.  
 
The Lush USA website describes its Ethical Buying policy, which consists out of various steps within 
the process of purchasing raw materials.78 Part of this policy is to, whenever possible, source directly 
from growers and processors. Lush uses some fair trade certified ingredients, and is also involved in 
setting-up fair trade projects with local communities.79  
 
Looking at the sourcing of vanilla, cocoa and palm oil, three ingredients used by Lush that are known 
to have sustainability issues linked to them, Lush stands out from its competitors in a number of ways. 
                                                      
71  Facebook website, account: Freshlush, <https://www.facebook.com/freshlush/info>, (30-11-2012). 
72  Lush USA website, About Reach, <https://www.lushusa.com/Reach-Out/about-animal-reach,en_US,pg.html>, (27-11-2012). 
73  See: <http://www.fightinganimaltesting.com/>, (27-11-2012) 
74  Lush USA website, Against animal testing policy, <https://www.lushusa.com/Against-animal-testing/about-animal-

introduction,en_US,pg.html>, (27-11-2012). 
75  PETA website, “Search for cruelty-free companies and products”, no date, http://www.peta.org/living/beauty-and-personal-

care/companies/default.aspx (30-11-12). 
76  Lush website, Our Values, no date, https://www.lush.co.uk/our-values (28-11-12). 
77  Lush website, Our Values, “Essential Oils”, no date, https://www.lush.co.uk/our-values/creative-buying/category/35 (01-12-

12). 
78  Lush USA website, Ethical buying at Lush, <https://www.lushusa.com/Ethical-Buying/about-buying-intro,en_US,pg.html>, (26-

11-2012). 
79  Gcimagazine website, Lush: a Fair-trade Future, 

<http://www.gcimagazine.com/articleaddons/69566347.html?KeepThis=true&TB_iframe=true&height=450&width=650>, (22-
11-2012) 
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For example, Lush has committed itself to phase out the use of all palm oil in its products, and has 
actively campaigned on the issue by teaming up with Greenpeace in the UK.80 This is a completely 
different approach from The Body Shop, who still uses palm oil and is an active member of the 
Roundtable of Sustainable Palm Oil.81 Similarly, the company has decided to no longer use vanilla 
from Madagascar, due to the environmental and political problems there, and source from a vanilla 
farm in India instead.82 This is a step that none of its competitors seem to have made. Finally, the 
company sources Fair-trade cocoa from the Dominican Republic, which it uses in lotions, conditioner 
and hair colouring.83 
 
Lush and Tax 

Given the recent public discussions around the tax planning of a number of multinational companies 
active in the UK, a brief scan on the tax approach of Lush was conducted for this scan.  Lush co-
founder Mark Constantine has been quoted on the topic of tax evasion recently.84 In an article on tax 
avoidance by Amazon, Mark Constantine states; “The internet is a freedom tool which we all like to 
use. But Amazon has diminished it through their dominance and tax avoidance. They have taken a 
good thing and made it ugly.” Interestingly, Mark Constantine was also quoted on business rates; “If I 
were in charge, I’d have eliminated business rates on British high streets and put VAT up to 20%”. 
 

Implementation of policies 

While most of the policies of Lush seem to be well developed and go beyond the steps taken by its 
competitors, one difficulty identified in this research is the lack of verifiable information about the 
implementation of these policies. The company does not report on its progress on the targets it has 
set, nor does it make use of external standards or policies on the basis of which its policies can be 
evaluated, with the notable exception of the Plastics disclosure Project. For example, while the 
information on Lush’ website concerning the sourcing of raw materials such as palm oil, vanilla or 
cocoa show an ambition of the company that goes well beyond that of other companies, no 
comprehensive information is available on the global sourcing of these materials by the company. For 
example, it remains unclear whether Lush has already phased palm oil out of all of its products, or 
whether it is still in the early phases of doing so.  
 
A SOMO researcher did conduct a mystery shopping visit to one of Lush’ stores in Amsterdam, to 
assess whether store employees were able to provide information on the company’s CSR related 
policies (charity, campaigns) and usage of certification schemes within the Lush group. The two 
employees that were consulted could give several examples of campaigns that were currently running 
in the UK and the Netherlands and the objectives of these various campaigns. One fair trade product 
(containing 3% fair trade certified products) was found during the shop review in Amsterdam. Most 
products were labelled vegan.85 No contradictions with company policies stated on the Lush websites 
were found during the shop visit. 
 

                                                      
80  Lush website, “the problem with palm oil”, no date, https://www.lush.co.uk/content/view/250 (01-12-12). 
81  Ethical consumer website, “Palm oil & RSPO”, no date, 

http://www.ethicalconsumer.org/commentanalysis/environment/sustainablepalmoil.aspx(01-12-12). 
82  Lush website, “Ethically sourcing vanilla absolute”, no date, https://www.lush.co.uk/content/view/171 (01-12-12). 
83  GCI Magazine website, “Lush: a fair trade future”, no date, 

http://www.gcimagazine.com/articleaddons/69566347.html?KeepThis=true&TB_iframe=true&height=450&width=65 (01-12-
12). 

84  Ethicalconsumer website, It's time to boycott Amazon, 
<http://www.ethicalconsumer.org/commentanalysis/corporatewatch/isittimetoboycottamazon.aspx>, (30-11-2012). 

85  See: <http://www.vegansociety.com/default.aspx>, (26-11-2012). 
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4. Negative publicity: Lush in the media  

In addition to an analysis of the company’s CSR approach, the quick scan also evaluates the media 
attention that the company received, and whether any controversial practices have been reported on. 
Four issues have been identified; 
 

Unsubstantiated statements in campaign advertisemen ts  

Lush Cosmetics was forced to remove an advertisement from their website on authority of the 
Advertising Standards Authority (ASA) after several claims were filed against one of the campaign 
ads.86 The ad was related to the Lush Cosmetics campaign on reptile trading, where Lush made 
several statements that were insufficiently backed-up by relevant sources. These statements related 
to the number of reptiles imported into the European Union and the conditions under which these 
imports took place.  Of the eight claims filed against the text in the advertisement, six were deemed to 
have substance by the ASA, and therefore breached the advertising rules. The ASA ruled that the ad 
could not run again. 

 

Ties of Lush USA CEO to the tar sands industry 

An article published on the website of ‘The Wrong Kind of Green’ criticizes the company’s campaign 
against tar sand drilling, as the campaign fails to target the financial institutions linked to the oil 
industry, as the CEO of Lush USA, Mark Wolverton, has ties with one of these institutions.87 Mark 
Wolverton is CEO of Lush Handmade Cosmetics (US subsidiary of Lush Cosmetics Ltd.) and a 
descendant of the founder of Wolverton Securities, a Canadian financial institution active in the oil and 
gas business.88 Lush paid attention to the issue of tar sands in an article on its weblog, in which it 
does criticize a number of UK financial institutions that finance the industry but does not mention 
Wolverton Securities.89 Mark Wolverton worked for the Wolverton Securities until 1998.90  
 

Criticism by pro-Israel groups 

In another campaign, Lush provided space on its website for OneWorld, a collection of musicians that 
wanted to promote their song ‘Freedom for Palestine’. All proceedings from these records would go to 
the NGO War on Want.91 This resulted in criticism from a number of pro-Israeli groups, who accused 
the company of supporting anti-Israel groups, harming Israel and the peace process. 92 A number of 
different websites have called for a boycott of Lush products.93  
 

                                                      
86  Prweek website, Lush ad banned over claims that reptile trading was driving species to extinction, 

<http://www.prweek.com/uk/news/1130746/Lush-ad-banned-claims-reptile-trading-driving-species-extinction/?DCMP=ILC-
SEARCH>, (27-11-2012). 

87  The Wrong Kind of Green website, “Lush’ dirty laundry”, 23-06-11, http://wrongkindofgreen.org/tag/lush/ (01-12-12). 
88  See: <http://www.wolverton.ca/> (27-11-2012) 
89  Lush UK website, Canada's tar sands, <https://www.lush.co.uk/content/view/262 >, (27-11-2012). 
90  Bcbusinessonline website, Mark Wolverton: Bath Bombs and Beer, <http://www.bcbusinessonline.ca/2007/05/01/wolverton-

bath-bombs-beer>, (27-11-2012). 
91  Lush website, “OneWorld: Freedom for Palestine”, September 2011, https://www.lush.co.uk/content/view/417 (01-12-12). 
92  Stand with Us website, “Don’t rush to buy Lush”, 12-07-11, http://www.standwithus.com/app/inews/view_n.asp?ID=1924 (01-

12-12). 
93  See: <http://unitedwithisrael.org/purchasing-lush-soaps-helps-hamas/>, (27-11-2012), and, <http://nl-

nl.facebook.com/pages/Boycott-the-Anti-Israeli-Company-Lush/157824170957683>, (27-11-2012), and, 
<http://blogs.forward.com/the-shmooze/139445/lush-soap-brand-boycotted-for-ties-to-pro-palestin/>, (27-11-2012). 



Lush Cosmetics Ltd. Quick Scan   

 22 

Use of plastics in its products 

On the Lush website, the components of the ingredient Red Golden Glitter (Polyethylene 
terephthalate) are presented.94 This ingredient is used in a number of bathing products to add glitter to 
the bathing water. The website states the following on the origin of the substance; 
 
“Polyethylene terephthalate is a resin from the polyester family, which is very versatile and commonly 
used to make plastic bottles”.95 
 
A user reaction on this page criticizes the use of this ingredient, as it “seems to totally contradict 
Lush's public company ethos”. The user refers to the problem that adding plastics to bath water results 
in the ingredients ending up in waterways. The presence of such micro-plastics would pollute oceans 
and end up in all layers of the marine food system. At the same time, Lush Netherlands have used its 
website to call on the issue of the pollution of the oceans by plastic waste.96 

                                                      
94  Lush UK website, Ingredient: Red golden glitter, 

<https://www.lush.co.uk/ingredient/detail/id/572/name/Red%20Golden%20Glitter  >, (27-11-2012). 
95  Idem. 
96  Lush NL website, Plastic, <http://www.lush.nl/shop/info/70/ >, (27-11-2012). 
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5. Conclusions 

Compared to most other companies in the cosmetics sector, Lush Cosmetics is a relatively small 
company, and the only one that is still privately held. Most of its competitors belong to large 
multinational groups that are not only active in the cosmetics sector but also in other industries. In 
some cases, such as The Body Shop, its competitors started as private companies but were acquired 
or merged with large multinationals. In several interviews, the owners of Lush have indicated that they 
have no intention of merging with larger companies, as this would have negative implications on the 
ethics of the company. 
 
Looking at the financial figures of the company, one conclusion that can be drawn is that the company 
is willing to accept lower than maximum profits, as the company pays out bonuses to and organises 
music festivals for its employees at the expense of the company’s owners. Based on the figures of the 
company’s latest financial accounts, it is estimated that profits could have been around 10% higher 
had it not taken these steps. In addition, the company has taken some bold steps in the sourcing 
policies for some of its ingredients, for example by phasing out the use of palm oil in its products or no 
longer sourcing vanilla from Madagascar. It can be assumed that these steps also come at significant 
financial costs. This is an indication that the company’s owners are indeed willing to take steps to 
increase employee satisfaction and source ethically even if it cost them money. The fact that the 
company is privately held also means that there are no outside pressures from shareholders to reduce 
such efforts. 
 
Another element that makes the company stand out from its competitors is its style of communication. 
The company is unique in the way it adopts and embraces campaigns by NGOs. It is willing to offer 
the communication space of the company (shop windows, weblogs, and social media) to support 
causes by external groups. This seems to be a communication strategy arising from the takeover of 
The Body Shop, the archetypical campaigning company, by L’Oreal in 2006. In interviews, the 
company’s owners have indicated that they saw this development as creating space for a new 
‘campaigning company’, and they decided to take that position. This does indicate that this was a 
business decision that was made to increase the market share of the company. 

 

Risk Analysis 

This research has identified two main points that might pose risks for Greenpeace when collaborating 
with Lush Cosmetics; the lack of expertise on campaigning issues combined with an informal style of 
communications; and the lack of external verification of its CSR statements. 

 

Lack of expertise and informal communication style 

One consequence of Lush’ campaigning strategy is that it often addresses issues that have no direct 
relation to the company or any of its products. This creates the risk that the company makes 
statements about issues that it has no expertise on, and the company has received criticisms on this 
in the past. Outsiders might question why a cosmetics company takes on a particular issue and 
consequently doubt the accuracy of its statements.  
 
At the same time, the company has a very informal style of communicating, for example through the 
high use of video’s rather than text, and an informal style of writing on its weblogs. While this style 
might make it easier to reach a large audience of customers, it also poses the risk that claims might be 
inaccurate, lack context or are misinterpreted. 
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The case described in the previous chapter, where Lush was forced to withdraw a campaign text due 
to inaccurate claims, is a case in point how the combination of these two factors can pose the risk of 
inaccurate communication and generate negative publicity. Given the nature of the possible 
collaboration between Greenpeace and Lush, this is an issue that needs due consideration. 
 

Lack of external verification of Lush’ CSR 

The second point of concern is the fact that Lush makes a large amount of statements concerning the 
company’s ethics and its approach to sustainability that are not verified by any external party. The 
company’s websites provide a lot of information about the company’s efforts to source ethically, its 
policies on animal testing and other CSR related issues, but the lack of external verification makes it 
difficult to assess the accuracy of such statements. For example, while the company’s approach to 
ethical sourcing of ingredients goes well beyond that of its competitors, it was not possible to assess 
within this research whether these policies are fully implemented in practice. This poses the risk that 
the company’s actual sourcing might not always be in line with its policies. Especially in the case of 
ingredients with known sustainability issues, such as palm oil, vanilla or cocoa, this could potentially 
generate significant negative publicity.  
 
 
 


