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Juvia’s Place is a cosmetics brand founded in 2015 by 
Chichi Eburu. Ebru recognized a problem in the beauty 
industry — a lack of makeup for deep skinned individuals. 
The available products lacked enhancement for these skin 
tones. She started her company with $2000 in a two 
bedroom apartment. Now the company has grossed over 
$95,000 in revenue. In the presentation we will lay out 
a comprehensive supply chain strategy surrounding the 
launch of a new product — an eye kit that includes mascara, 
liquid eyeliner, and a kohl eye pencil. This strategy will 
take you through our product concept and development, 
sourcing, macro and micro supplier analysis, production, 
costing, inventory management, transportation, and 
warehousing and logistics. This strategy is the foundation 
Juvia’s Place can utilize to grow their brand, increase 
profitability, and a competitive advantage in their market.

overview



part I



• US based brand founded in 2015 - Founded by Chichi 
Eburu who grew up in Nigeria

• She recognised a problem in the beauty industry - lack of 
makeup for deep skinned individuals - available products 
lacked enhancement for these skin tones

• Understood that the beauty industry was monolithic, and 
served to reinforce a standard of beauty that was propa-
gated by racism and colonialism

• Found a market waiting to be served
• Home grown - she launched her beauty company in 

a small two bedroom apartment, with two kids-- With 
$2000

• The Heritage African brand is deeply inspired by African 
rulers and Queens like Nefertiti and Cleopatra

Company
History



• Aim to create timeless products - want to eradicate “blackness” as a trend from the beauty industry 
• Inclusive Beauty - All genders, all skin tones, all ages

• Celebrate the rebels, rulers and queens of the African kingdoms of long ago
• Offer products designed for a diverse group of consumers

Mission & Values



• Women of color, specifically black women, make up 
a majority of black spending power in the US. Black 
Americans spend approximately $1.3 trillion according to 
a 2017 Nielsen report. 

• With 80% more cosmetic usage than non-black 
countterparts, Black women are increasingly able to 
influence the cosmetics market through their purchases. 
And it’s sending a deeper cultural message than just 
creating a fresh face. 

• Global beauty industry in 2019 was worth $532 Billion
• Inclusive Beauty - $1.1 Billion in Beauty products and $465 

million in skin care preparations
• Annual Revenue - $94,459 USD (dnbhoover)

Market
share

0.89%0.89%Market Share
Market

positioning

Juvia’s Place and its competitors in the Inclusivity Beauty market 
are positioned on a map where a spectrum of values is the 
x-axis and price is the y-axis. Juvia’s Place and its competitors 
are all inclusive beauty brands, and placement on the spectrum 
illustrates the most important value for each brand. 

aspirational competitors

direct competitors



target market
demographics

psychographics

Gender neutral people of color. Their 
target market has skin tones that 
range from the fairest to the deepest 
skin tones

•Makeup aficionado
•Fashion and shopping 
•Arts and Entertainment 
•Professionals in all industries 

Age: 15-19; 20-24; 25-29; 30-34; 35-39 
Race: Black, Latinx, Asian, Native American, 
Pacific Islander, White 
Location: United States 
Income: $25K-$75K
Potential Buyers: 128,316,000

Names: Ebu & Jennifer 
Ages: 27 & 30 
Occupation: Stylist & 
Teacher 
Income: $48 K & $52K

Name: Roderick 
Age: 25 
Occupation: Dancer 
Income: $48 K



competitive 
landscape

Competitors are very clear about how their products 
are made. Their competitors are transparent about 
their supply chain so customers are confident their 
products meet high standards and are safe to use. 
 
Large product assortment - In each category (Face, 
lips, eyes, cheek, skin, brushes and tools, palettes,) 
competitors care more variation on the same type 
of product. For example, three types of foundation 
compared to Juvia’s Place’s one type of foundation.



one/size
by pattrick starr

Mission - Makeup is a ONE/Size fits all. 
Kindness, individuality, radical expression 
Ownership - Luxury Brand Partners 
Products - eyeshadow palette, eyeliner, 
makeup remover/wipes 
Price Point - $8-42 
Distribution - Sephora, Direct

direct 
competitors

Bh Cosmetics Clove + Hallow

Mission - Beauty under your influence. 
Affordability, inclusivity, trendsetter 
Revenue - $19.96 million 
Ownership - Private, parent 
Products - eyes, brushes & tools, face, lip 
Price Point - $5-100 
Distribution - Ulta Beauty, direct 
Supply Chain - Cruelty-free; vegan 
ingredients, rigorous testing, amazing prices, 
customer feedback, sustainability

Mission - Use 15 or fewer ingredients. Bold, 
inclusive shades. Science+Botanical= future of 
beauty 
Ownership - Private 
Products -makeup, skincare, brushes 
Price Point - $8-78 
Distribution - Direct, Amazon, Lord + Taylor, 
The Detox Market 
Supply Chain - Top US manufacturer 
partners, global beauty network, high 
standards, small margin, transparency, “Do 
no harm” business practices



FEnty beauty nyx

Mission - Makeup for all skin 
types. Self-expression, bold, 
fun fearless  
Ownership - LVMH 
Revenue - $570 million 
Products -  face, lip, cheek, 
brow, body, skin, brushes & 
tools, sets  
Price Point - $10-100 
Distribution - Direct, Sephora 
Supply Chain - reduce, reuse, 
recylce, sustainability, earth 
conscious

Mission - A fierce community 
of independent spirits. Pro 
makeup, good formula, 
equality for all  
Ownership - L’Oreal  
Products -  lips, eye, face, 
brushes, palettes, sets, travel 
Price Point - $6-50 
Distribution - Direct, Ulta 
Beauty, Nordstrom 
Supply Chain - cruelty-free, 
vegan formula

aspirational 
competitors

bobby brown nars

Mission - Beauty begins within 
you. Confidence, makeup that 
enhances not hides, diversity 
Revenue - $5.53 million 
Ownership - Estee Lauder 
Products -  face, lips, eyes, 
cheeks, palettes, brushes & 
tools, skincare 
Price Point - $10-120 
Distribution - Direct, Sephora, 
Nordstrom, Macy’s, Neiman 
Marcus

Mission - To make people 
look beautiful and bring out 
what is on the inside. Beauty is 
within your character 
Revenue - $42.96 million 
Ownership - Subsidiary, 
Shiseido Company 
Products - eyes, face, lips, 
brushes & tools, skincare, 
palettes  
Price Point - $6-84 
Distribution - Direct, Sephora, 
Ulta Beauty 



strengths weaknesses

• Highly pigmented and 
affordable products.

• Cruelty free and vegan 
products.

• No gender boundaries.
• Afro-centric and deeply 

rooted to their culture. 
Colors for all skin tones.

• Limited sales channels.
• Selection of influencer 

endorsement. 
• Weak branding/transport 

packages/visuals.
• Smaller customer reach.
• Small revenue compared 

to competitors.
• Not certified in cruelty-free 

organizations.

SWOT
analysis

S W
opportunities threats

• Can have omni channels 
integrations.

• Rebranding - logo 
redesign.

• Effective marketing 
strategies.

• Increase in distribution 
channels.

• Improve shipment 
packaging and 
transportation.

• More sustainable supply 
chain.

• Emerging inclusive beauty 
brands.

• Criticized for the most 
minor racism or challenges 
specific to being black-
owned. 

• One wrong move and they 
might be a victim of cancel 
culture.

• Controversial 
endorsements.

• Evolving beauty trends.

o T



competitive 
advantage

• Afro-centric, inclusivity, “black girl magic”, and 
pigmentation are the major selling points for this 
brand. 

• They do not follow makeup trends rather they are 
innovative yet appealing to the masses.

• Before picking colors and formulas, they always test 
on different dark skin tones to compare colors that 
will pop and formulas that are long lasting but yet 
cost effective. 

• Vibrant pigments that show up beautifully on the 
deepest to the lightest of skin.

• Instead of tailoring products for the consumer, it 
expects consumers to tailor their beauty for their 
products.

• Products push the boundaries of all-day beauty that 
is both wearable and affordable by all. 

channels
• Ulta Beauty
• Beauty Bay
• eCosmetics
• Amazon
• www.juviasplace.com
• Instagram

• North America  
USA - Juvia’s Place (web: www.juviasplace.com) (worldwide) 
Barbados - Beyond Beauty Barbados, Galleria Mall, Broad Street, Bridgetown Barbados. 
Mexico -Nuestro SecretoPlaza Galeria de las Estrellas (web: www.nuestrosecreto.com.mx) 

• Europe 
France - C Karly Beauty (web: www.ckarlysbeauty.com) 
UK - Beauty Bay UK (Coming Soon) (web: www.beautybay.com) 

• Asia/Middle East 
 
Singapore - Coma Makeup (web: www.comamakeup.com) 
Qatar - Rza Panda Beauty Shop (web: www.rzapanda.com)



csr activities

• Most of their products are vegan. All brushes are 
strictly cruelty free and vegan. Eye shadow palettes 
are cruelty free and vegan. The Old Saharan Palette 
formula had “Carmine” in the red shades. 

• They donated $110,000 to “fight and eradicate the 
injustice and inequality of black people in America.” 
The donation was split between Black Lives Matter, 
the NAACP, the American Civil Liberties Union, and 
Know Your Rights.

• The brand’s website also states that by using the 
code “SPEAKUP” when making a purchase, the 
shopper will receive a 25% discount, and Juvia’s 
Place will donate 25% of its profits.

Introducing new CSR practices 

• Establish relationships with manufacturers as partners
• Join global beauty network
• Transparency
• Safe and green transportation network
• Green packaging
• Certifications in cruelty-free organizations



part II



Juvia’s Place, the home-grown American 
Indie makeup brand, taking its stand 
for makeup neutrality and inclusive 
beauty, aims to eradicate ‘blackness’ as 
a beauty trend. Taking inspiration from 
their Values and the brand’s African 
heritage, we introduce an “Eye Makeup 
Starter Kit,” which includes a mascara, 
a liquid eye liner and a kohl eye pencil.

Product
Overview

Products Included in the Kit: Mascara, Kohl Eye Pencil and Liquid Eye Liner



Due to costs and operational constraints, Juvia’s Place will 
buy their product from a supplier. The supplier will make 
the formula for the eye kit, as well as package and ship the 
product. Juvia’s Place does not have enough money to set 

up a lab to formulate and package their product.

• Juvia’s Place develops the product concept.
• A full-package supplier develops the formula, 

produces the product, packages the product, and ships 
the product to Juvia’s Place.

• Juvia’s place distributes product to its customers.

Make Or Buy?



Cosmetic and toilet preparations: eye make-up
Factors to consider when selecting a macro supplier

• Amount of imports and exports for HS Code 3304.20.
• How the current politcal climate and business regulations 

affect ease of doing business.
• Amount of specialized micro suppliers in potential 

countries.
• Developed infrastructure in transportation, manufacturing, 

and technology. 

Macro Supplier Analysis Top Global Exporters and Importers 
for HS Code 3304.20

*Not All Countries Shared Information



President: Emmanuel Macron 
Political System: Unitary semi-presidential 

constitutional republic

• France’s rankings in key business indices are below peers, given labour market 
rigidity and bureaucracy. Business-friendly reforms, including facilitating hiring 
and firing, are leading to a more attractive business landscape and boosting 
employment.

• France is experiencing a deep recession, which is not expected to see recovery until 
2022. The lockdown from COVID-19 will result in expanding the deficit and debt 
further. 

• A shift to local brands, boost in masstige offerings and a newly redefined channel 
mix and retail landscape will likely be observed in the short to medium term, with 
some shifts persisting into 2021.

• The phenomenon of deconsumption in beauty and personal care continues to 
lead consumer behavior in France.

• France is a sociable nation with a relatively relaxed attitude to life.

• Superior rail infrastructure. Infrastructure advancements leads to logistical 
delays

• The information and communications technology sector is vey well developed.

• France remained among sustainability leaders globally and regionally, 
ranking high in the Global Sustainability Index. However, due to declining 
precipitation, the country faces increasing water availability issues.

• Already large protected forest areas to expand further by 2022.
• Attempt to increase tariffs on road fuels met with backlash from French citizens

P

E

S

T
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France



Federal Parliamentary Republic 
President - Frank-Walter Steinmeier 

Chancellor - Angela Merkel 
Vice Chancellor - Olaf Scholz

• Highly skilled workforce
• Low corruption due to a solid regulatory infrastructure.
• Leading political power in Europe

• Social Market Economy with a highly skilled labor force. 
• Largest economy in Europe.Germany has the 4th largest economy in the world.  It is 

the 2nd largest exporter and 3rd largest importer.

• The natural trend continues to feature strongly in the German beauty and 
personal care market, and is becoming a growing trend in hair care and color 
cosmetics. 

• Most populous counry in the European Union
• Family unit is the strongs unit among Germans

• High innovation to support economic development
• Solid infrastructure that supports exports, particularly its rail network.

• Leading producer of solar power technology and wind turbines. Most of 
the other resources including natural gas and oil are from other countries. 
Germany imports about two-third of its energy.

• Consumers are becoming sensitive about the ingredients contained in beauty 
and personal care products, looking for alternatives that are free from 
parabens, silicone, aluminium or sulphates. Consumers are also expecting 
delicate, clean formulations with a high percentage of natural and organic 
ingredients.

P
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S
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germany



Government: Unitary One-Party social republic 
General Secretary Gov’t: Unitary One-Party social republic 

General Secretary and President - Xi Jinping 
Premier - Li Keqiang President - Xi Jinping 

Premier - Li Keqiang

• Strict, high government regulation
• Growing political conflict between Hong Kong, Taiwan, and mainland China
• Increasing pilot free zone to create a better trading environment

• E-commerce saw exceptional growth within beauty and personal care in 2019. 
• Almost doubling its value share to become the largest individual channel.
• Low cost of labor
• 2nd largest economy in the world
• Top manufacturing output

• The future of beauty and personal care in China looks positive with a growing 
population and an increasingly engaged audience.

• Premiumisation is also expected to remain a key feature of beauty and 
personal care in China with consumers showing a willingness to pay more for 
products

• Experienced major disruption in the supply chain as China was the first country 
to battle COVID-19.

• China must develop a more secure and advanced infrastructure in data 
protection and internet security. 

• China is the #1 e-commerce market in the world. 

• Laws and regulations in place to protect the environment like the 
“Environmental Protection Law”, “Water Pollution Prevention” and the “Control 
Law”

• China is developing a more green and sustainable attitude 

P

E

S
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china



The Transatlantic Trade and Investment Partnership (TTIP) is 
a proposed trade agreement between the European Union 
and the United States, with the aim of promoting trade and 
multilateral economic growth, however negotiations were 
haltled by Donald Trump who initiated the negotiations. A 
truce was declared in 2018 but then deemed “obsolete and 
irrelevant” by the European Union in 2019.

Trade in germany
(Part of the European union)

• Better market access
• Industry specific regulations (textiles, 

chemicals, cosmetics, pharmacueticals, etc.)
• Broader rules and principles and modes of 

co-operation
• Implementation (dispute settlement)

EU-US trade agreement

proposed context



• Domestic demand caused total goods imports to rise by 11.6% year-
on-year in USD terms in 2018

• ‘Machinery and Electrical’ is Germany’s largest import category, 
owing to inputs required for its key automotive and other 
manufacturing industries

• With over three quarters of total good imports coming from Europe, 
European Union, Germany is highly exposed to supply disruptions.

• Nearly 70.0% of total goods exports were destined to the region in 
2018, making Germany highly susceptible to demand shocks

• Due to lower exports growth and higher imports expansion, the 
account surplus narrowed in 2018, which had a similar effect on 
the trade surplus. However, a substantial current account surplus 
is likely to cause the anger the United States, which could push for 
more protectionist trade policies.

Imports

trade in germany

Exports



• Core compentencies of supplier - highly 
specialized in cosmentics production

• Production capacity
• Commiment to quality
• Full-package source
• Logistics and location
• Communication
• Sustainability

Factors to consider

Micro supplier 
analysis



Schwan Cosmetics is a full-service supplier and manufacturer of cosmetic 
goods. Schwan Cometics develops formulas, fills and packages comestics for 
your private line. Schwan Cosmetics is a top supplier to the beauty industry 
with customers like L’Oreal and Ulta.  

• Global supplier and client network
• Specializaation in cosmetic production
• Customizarion
• Color visualizer
• Quality Assurance
• 9 production facilities to allow for a short supply chain
• Commitment to sustainable packaging

Primary supplier: 
Schwan Cosmetics - Germany

Micro supplier 
analysis



Faber-Castell is a German company known for their pencil and 
pens. In 1978, Faber-Castell began producing wood-cased 

pencils for the cosmetic industry. Eventually Faber-Castell began 
developing  customized products as well as individual products 

for nearly every make-up application. - face, lip, eye, nails. Faber-
Castell also develops functional make-up applicators.

secondary supplier: 
Faber-Castell Cosmetics - Germany

Micro supplier analysis

• Sustainable processes and materials
• CSR commitmen to people and the environment
• Global network of production sites with vertical integration
• Full-service supplier - formula creation and packaging
• Relies on reasearch and development and scientific resources for product 

development
• Quality Assurance
• Product quality - carefully-selected procurement



• Global Cosmetics is a global manufacturers of color cosmetics,  
lipsticks, and skincare products. 

• ODM process that allows their customers to pick off-the-shelf 
formulations and packaging or create packaging and formulas from 
scratch. 

• OEM model is integrated into short lead time projects, uses in-house 
formulas, already tested and stabilized to create the final product, 
including some minor changes and innovative packaging.

• Clients like Sephora and Ted Baker
• In-house Packaging sourcing and label design

supplier: 
Global Cosmetics - China

Micro supplier analysis



triple constraints

T
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S
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S C O P E

1.  Cost - Because Juvia’s Place has not made much 
revenue, costs are the most important factors to consider. 
The investment in launching a new product will be 
profitable long-term if Juvia’s Place utilizes cost-saving 
and cost-cutting measures.

2.  Scope - Creating a quality product that does well in 
the market is key to profitability and long-term success. 
Juvia’s Place should not compromise on the scope of the 
project in order to get the product their customers want at 
the quality their customers expect.

3.  Time - Because the product is not to market yet, and a 
customer expectation has not been set, Juvia’s Place can 
afford to prioritize cost and scope above time. Once the 
product hits market, time will move up in priority.



Being a black-owned beauty brand inspired 
from the vibrant African culture we aim at 
having a standard code of conduct that 

applies to all associates, including our top 
management, supply chain members, retail 
and our board of directors. By conducting 

ourselves with integrity, we focus on growing 
our company and giving back to our 

communities. Our code of conduct relies 
mainly on our mission to promote black 
community and have diverse offerings.

• Through the effective use of natural resources, waste 
minimization, reuse and recycling activities, we perform our 
operations in a way that reflects our respect for the environment.

• All environmental laws and regulations of the countries and 
communities in which we work are met or surpassed and require 
that our suppliers do so as well.

• We establish systems and processes that minimize our operations 
and our products’ environmental footprint over their life cycle, 
from initial design to ultimate disposal.

• We aim to constantly strengthen our system of environmental 
management and assess progress against environmental 
objectives.

code of conduct
01Corporate Social Responsibility



• We aim to ensure high levels of integrity in our supply chain, 
the quality of our ingredients and the health and safety of our 
associates.

• Everyone is expected to meet our Ethics and Compliance 
guidelines as part of the annual performance assessment and 
show visible support.

• In all areas where we do business, we are committed to 
compliance with anti-bribery and anti-corruption rules.  
We don’t have any forced or underaged labor and we have 
strict working hours which are within the legal limits. 

• It is the duty of all of us to maintain a workplace free of 
harassment and discrimination any violation against this will 
lead to termination.

• We support and advance the dedication of Juvia’s Place to 
diversity and inclusion. Diversity strengthens innovation and 
helps us develop and enhance our business.

• We offer equal opportunity for all, ensuring that no partner 
is treated less favorably on the basis of race, colour, faith, 
sex, age, national origin, disability, pregnancy, marital or 
relationship status, sexual orientation , gender identity or 
speech, veteran status, or other law-protected personal 
characteristics.

02 03Ethical and Labor Standards Diversity and Inclusion



• We have fair trade agreements with our suppliers to ensure 
long-term relation with our partners. 

• As a business, we strive to develop open and clear 
relationships with everyone we do business with. This involves 
agencies of federal, state , and local government that have 
authority over our sector. We strive to be accountable, adhere 
to the highest ethical standards, and comply with all relevant 
rules, legislation, and legislation in all of our interactions with 
government officials.

• We aim to have transparent communication with our suppliers 
where they feel comfortable about addressing any issues they 
have. 

• We want to have a more collaborative effort and have 
partnership rather than having just a business relationship.

• Our dedication to compliance with all regulations is at the 
center of our business. You have an obligation to comply with 
relevant rules, legislation and rules everywhere. 

• We secure confidential information from Juvia’s 
Place, including all non-public ideas, plans, internal 
correspondence, and other business details.

• We reserve the right to track documents and data in all 
company facilities and on all company computers for any 
partner, whether business-related or personal.

• Once you quit Juvia’s Place, the responsibility to protect 
sensitive business information does not end. You also have a 
duty to protect the confidentiality of our data even though you 
accept a job with another employer.

04 05Supplier Relations Confidentiality and Compliance



cost estimate purchase order



time and
 action

inventory turnover

System used: Since we have limited financial resources 
and we are a small company, we will work with an internal 
analyst to work on a manual system, to manage our 
inventory levels.

Quantity Ordered: We have ordered 200 units of these 
kits, as a  baseline to avoid accessive costs to hold our 
inventory, and we will utilize data and customer demand 
to make future forecast on quantity.

Cycle Inventory - 180 units
Safety Inventory - 20 units 



tech pack

5 in

3 in

1.5 in

1 in

3 in

0.5 in

1 in

2.5 in

Ingredients: Glycerin, Propylene Glycol, TEA-
Stearate, Isopropyl Myristate, Copernicia Cerifera 
(Carnauba) Wax, Cyclomethicone, Magnesium 
Silicate, Ammonium Acrylates Copolymer, 
Fragrance, Water, Color additives.

Ingredients: Ammonium Acrylates Copolymer, 
Carbomer, Glycerin, Color Additives, Dimethicone, 
Magnesium Silicate, fragrance, Mineral Oil, PEG-6 
Sorbitan Oleate, Polysorbate 20, Propylene Glycol

100 % vegan
Cruelty-free
Non-toxic, Skin safe, Eye-lid safe

100 % vegan
Cruelty-free
Non-toxic, Skin safe, Eye-lid safe

100 % vegan
Cruelty-free
Non-toxic
Skin safe, Eye-lid safe
Warning: Not for Consumption
If ingested, seek medical advice 
immediately.

100 % vegan
Cruelty-free
Non-toxic
Skin safe, Eye-lid safe
Warning: Not for Consumption
If ingested, seek medical advice 
immediately.



7”

4”

2”

7.1”

4.1”

2.1”

tech pack

2 in

6 in

Ingredients: Candelilla wax, Cyclopentasiloxane, 
Iron oxides, Ferric Ammonium Ferrocyanide, 
Methylparaben, Ozakerite, Mica, 
Phenyltrimethicone, Propylparaben, Bht

100 % vegan
Cruelty-free
Non-toxic, Skin safe, Eye-lid safe

Ingredients: Sustainable Cardboard

Instructions: 
Insert thank you note
Add label sticker on bottom face of box after 
construction.

3 in

5 in

3.5 in

3.5 in
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transportation

Mode – Shipping via truck from 
Heroldsberg, Germany to Bremen, 
Germany then the package will 
be loaded on Bremen’s dock and 
will be shipped via sea to New 
York, United States and then the 
package will be shipped via truck 
from the port to Juvia’s Place 
headquarter in Jersey City. 

Timing – The package will 
be dispatched from Schwan 
Cosmetics, Heroldsberg, Germany 
and it will take 14 days to reach the 
headquarters of Juvia’s Place in 
Jersey City, United States. 

Land

Sea



cost & time



Quality 
assurance



Quality 
control



Product packaging

Products Included in the Kit: Mascara, Kohl Eye Pencil and Liquid Eye Liner

100 % vegan
Cruelty-free
Non-toxic, Skin safe, Eye-lid safe

Warning: Avoid direct contact with eyes. Do 
not ingest. Discontinue use if irritation occurs.
Designed, formulated and tested by 
professional makeup artists.



packing, labels & 
documents

This green push by the German courier includes non-toxic foams, 
biodegradable twine and packing peanuts, and reusable anti-static peanuts. 
Corrugated cardboard is the go-to solutions for packaging sustainability 
because they’re organic.

packing, labels & 
documents

This green push by the German courier includes non-toxic foams, 
biodegradable twine and packing peanuts, and reusable anti-static peanuts. 
Corrugated cardboard is the go-to solutions for packaging sustainability 
because they’re organic.





Warehousing & Logistics
Centralized vs de-centralized Where?Centralized vs de-centralized Where? - Centralized location in 
New Jersey at Juvia’s Place headquarters. Shipment will arrive from 
supplier(s) to port in New Jersey. The product will be transported from 
the port to headquarters by truck to Juvia’s Place headquarters. From 
the headquarters, Juvia’s will distribute products to all points of sales: 
direct to consumers via e-commerce and wholesale to retailers. 

Why?Why?  - Juvia’s Place is still a small company so they do not have the 
funds to establish multiple locations to store and distribute inventory. In 
addition, centralizing warehousing and logistics offer more control. 

How and who to manage?How and who to manage? Juvia’s Place will manage their warehousing in 
a centralized location at their headquarters. Juvia’s Place will utilize a 3rd 
Party Logistics company, UPS, as their primary global shipping provider. 

Costs?Costs?
InboundInbound - Transport product from port to Juvia’s Place headquarters - $7
OutboundOutbound - Ship orders from Juvia’s Place headquarters to POS (customers 
and retailers) - $5+$7 = $12
ReturnsReturns - return label (cost only if label is scanned) = $5
Warehouse (future cost)Warehouse (future cost) - a  cost when Juvia’s Place outgrows holding and 
managing inventory.
Ocean FreightOcean Freight - freight from port to port - $1
Ground FreightGround Freight - freight from supplier to port; from port to warehouse 
(Juvia’s Place headquarters); from warehouse to POS; returns from 
customers to Juvia’s Place; Juvia’s Place transporting returned product to 
3rd party recycling company = $13+$7+$12+$5+$7=$44
Supplier Management (future cost)Supplier Management (future cost) - UPS offers a service to help manage 
global vendors by managing purchase orders and ensuring vendor 
compliance. 

UPS is a global shipping and supply chain management company 
headquartered in Sandy Springs, Ga. UPS offers custom supply chain 
and logistics solutions to fit the specific needs of the business.   



Reverse Logistics
Expected Return RateExpected Return Rate - 6-10% is the average return rate in the beauty 
industry, with an expected 2% increase above the average during the 
holiday season

Financial ImpactFinancial Impact - 
• Any return is a liability because it is a loss instead of a gain. Due to 

hygienic concerns, Juvia’s Place can not resell returned merchandise.
• Juvia’s Place will incur the financial costs of paying for the product to 

be sent back from the customer to Juvia’s Place.
• Juvia’s Place will also pay to discard all returned products. Our 

packaging will be made with recyclable materials to ensure a low 
environmental impact when discarding returned merchandise.

Returned MerchandiseReturned Merchandise - Partner with a 3rd Party Recycling business.

Juvia’s Place’s expected return rate is 5%. Juvia’s Place 
expects returns in cosmetics but will strive to deliver quality, 
thoroughly-tested products and rely on consumer feedback 
to keep the return rate below the beauty industry average
200 units x .05 = 10 units200 units x .05 = 10 units
200 units x .07 = 14 units - holiday season return rate200 units x .07 = 14 units - holiday season return rate

TerraCycle is a global recycling solutions provider. 
TerraCycle specializes in recycling non-recyclable and 
unique products and transforming the recycled product into 
new products or packaging.

Return PolicyReturn Policy - Merchandise must be returned within 30 days to Juvia’s 
Place. Juvia’s Place will not refund original shipping but will provide a 
return shipping label in every order so customers will not incur shipping 
costs. Customers can drop off return packages to any UPS location or 
call 1-800-PICKUPS to schedule a pickup (customer may be subject 
to UPS fees.) Returned items will be processed in 5-7 business days. 
Any damaged merchandise will be returned and processed the same 
as returns. Customers can opt to receive a store credit or for an even 
exchange. Damaged items must be returned to Juvia’s Place within 30 
days of original purchase date or else the item is final sale.



Performance 
management

kpis

Developing company that focuses on customer service and product development

Customer Service - Build-to-stockCustomer Service - Build-to-stock 
• Complete order fill - From time customer places order to time of 

fulfillment should be within 24-hours
• Order line fill - to reduce the number of shipments per customer 

order by consolidating products into smaller shipments
• Frequency and duration of backorder - Increase product availability 

- by reducing lead times and increasing order to lower frequency of 
backorders and length of time to fulfill back order

• Line item return rate - Reduce line item return rate by ensuring 
accurate fulfillment and creating quality products

Product DevelopmentProduct Development
• % of total products sold that were introduced last year - use metric 

from similar product to analyze metrics for new product
• % of total total sales that were introduced last year - use metric from 

similar product to analyze metrics for new product
• Cycle time to develop and deliver a new product - decide cycle time 

based on similar products, then adjust based on market demand and 
feedback



Key Takeaways
To fit within Juvia’s Place of Inclusivity in cosmetics, our goal was to To fit within Juvia’s Place of Inclusivity in cosmetics, our goal was to 
launch a product that enhanced their product line and expanded launch a product that enhanced their product line and expanded 
their product assortment. We developed a new product — a makeup their product assortment. We developed a new product — a makeup 
eye kit — and a supply chain strategy around that product. The eye eye kit — and a supply chain strategy around that product. The eye 
kit will retail at $35 and be produced by our full-package supplier, kit will retail at $35 and be produced by our full-package supplier, 
Schwan Cosmetics in Germany. To manage costs, Juvia’s Place Schwan Cosmetics in Germany. To manage costs, Juvia’s Place 
manage their inventory and part of their warehousing and logistics. manage their inventory and part of their warehousing and logistics. 
However, transportation will be outsourced to our primary 3rd part However, transportation will be outsourced to our primary 3rd part 
logistics company, UPS. This strategy is the foundation Juvia’s Place logistics company, UPS. This strategy is the foundation Juvia’s Place 
can utilize to grow their brand, launch more products, increase can utilize to grow their brand, launch more products, increase 
profitability, and a competitive advantage in their market.profitability, and a competitive advantage in their market.



• https://www.schwancosmetics.com/
• https://www.fc-cosmetics.com/Company
• https://www.global-cosmetics.com/
• https://pestleanalysis.com/pest-analysis-for-germany/
• https://en.wikipedia.org/wiki/List_of_minimum_wages_by_

country#Countries
• https://en.wikipedia.org/wiki/Germany
• https://en.wikipedia.org/wiki/China#Government
• https://en.wikipedia.org/wiki/European_Union_free_trade_agreements
• https://europa.eu/european-union/about-eu/countries/member-

countries/germany_en
• https://www.state.gov/u-s-relations-with-germany/#:~:text=The%20

U.S.%2DGerman%20Treaty%20of,the%20avoidance%20of%20
double%20taxation.

• https://country.eiu.com/france
• https://ustr.gov/countries-regions/europe-middle-east/europe/

european-union/us-eu-trade-agreement-negotiations

• https://ustr.gov/countries-regions/europe-middle-east/europe/
european-union

• https://pestleanalysis.com/pestle-analysis-of-france/
• https://www.france24.com/en/20200912-the-return-of-the-

yellow-vests-provide-a-challenge-to-france-s-new-government
• Euromonitor International - Consumer Overview in France Report
• Euromonitor International - Business Dynamics: France
• Euromonitor International - Country Report: Beauty and Personal Care 

in France
• Euromonitor International - Country Report: Sustainability: France
• Euromonitor International - Business Dynamics: Germany
• Euromonitor International - Country Report: Beauty and Personal Care 

in Germany
• Euromonitor International - Country Report: Sustainability: Germany
• Euromonitor International - Business Dynamics: China
• Euromonitor International - Country Report: Beauty and Personal Care 

in China
• Euromonitor International - Country Report: Sustainability: China
• My Panjiva - Micro Supplier Analysis
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