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Abstract


People don't just look at how much money a company makes these days; they also look at how ethical and ecologically friendly it is. The Body Shop, a UK-based cosmetics company, has long been considered a forerunner in ethical shopping. They support beauty that doesn't hurt animals, fair trade sourcing, and protecting the environment. This study aims to investigate the impacts of The Body Shop's ethical business practices on organisational performance and employee engagement. It seeks to determine if these practices enhance brand reputation, customer loyalty, and organisational culture while also addressing the challenge of upholding ethics in a competitive retail environment. The findings should provide managers, legislators, and scholars with valuable insights into how ethical company practices can serve as both a moral obligation and a competitive advantage.



Chapter 1: An Introduction

1.1 Introduction

In the twenty-first century, businesses have placed increasing emphasis on environmental sustainability, social responsibility, and regulatory compliance. Consumers who work for a company and consumers who buy from it want it to generate money while also helping people and the environment (Crane & Matten, 2016). Anita Roddick launched The Body Shop in 1976. This store is a fantastic example of this movement because it is known for items that aren't tested on animals, its fair trade programs, and its work to protect the environment. This study uses The Body Shop as a case study to examine how ethical business practices affect how well an organisation works and how engaged its employees are

1.2 The Study's Background

The Body Shop was notable for bringing ethics into mainstream retail long before terms like "CSR" and "sustainability" were prominent (Roddick, 2005). The Body Shop was a socially conscious brand in an industry focused primarily on profit, as it opposed animal testing and promoted fair trade practices. But over time, the group has encountered issues, especially when it comes to finding a balance between developing, making money, and being faithful to its goal (Bowie, 2017). The UK context is particularly relevant due to the significant rise of ethical consumerism in that region (Jones et al., 2009).

1.3 Problem Statement

People know that The Body Shop is an ethical brand, but there are still questions about how these kinds of rules assist the business. Do moral values make employees more motivated, customers more loyal, and businesses more competitive in the long run? Companies must also devise strategies to expand their ethical activities while maintaining their credibility and avoiding accusations of "greenwashing" (Crane, 2013). This study analyses these challenges by assessing The Body Shop's ethical strategies regarding both internal (employees) and external (customers) stakeholders.



Chapter 2: A Look at the Literature

2.1 Introduction

This chapter offers a critical examination of the literature pertaining to corporate social responsibility (CSR), ethical consumption, and its effects on organisational results. It looks at theoretical frameworks like Carroll's CSR Pyramid, stakeholder theory, and the triple bottom line. Then it moves on to research on employee engagement and customer trust. Finally, it highlights the gaps in research that are essential to The Body Shop.

2.2 Theoretical Framework

Corporate social responsibility is sometimes defined as the obligation of enterprises to conduct themselves ethically, striking a balance between profit generation and societal and environmental welfare (Carroll, 1991). Corporate social responsibility (CSR) is no longer an extra part of a company's strategy; it is now a key part of how corporations engage with their stakeholders (Crane & Matten, 2016). Ethical consumerism strengthens CSR by highlighting the power of consumer choice. Customers are increasingly seeking brands that are transparent about their dedication to sustainability and equity (Jones et al., 2009). Many people think of The Body Shop as a pioneer in this area. From the beginning, Anita Roddick built the brand on moral values, like being against testing on animals, supporting trade in communities, and fighting for the environment (Roddick, 2005).

2.3 Models and Theoretical Frameworks

· Businesses have responsibilities that are moral, legal, economic, and charitable. The Body Shop has always put doing the right thing and helping others ahead of making money in the near term.
· Businesses must meet the diverse needs of various stakeholders. The Body Shop's fair trade programme is a fantastic example of this because it makes sure that small suppliers make money too. (Freeman, 1984)
· You should measure success by how it benefits individuals, the world, and your business. The Body Shop's CSR efforts, which include adopting eco-friendly packaging and battling climate change, fall into this paradigm. (Elkington, 1997)

2.4 Engaging Employees and Doing the Right Thing

Studies consistently show that employees experience motivation when they perceive their organisation as actively engaged in significant endeavours (Glavas & Piderit, 2009).  CSR projects can improve morale, job satisfaction, and employee retention since workers feel that they are part of something that is beneficial for society (Bhattacharya et al., 2008). The Body Shop's advocacy and moral stance often make its workers proud of what they do. However, experts caution that perceiving CSR as insincere or inconsistent may foster cynicism and diminish engagement (Aguilera et al., 2007).

2.5 CSR and Business Performance 

Research indicates that CSR can serve as a competitive advantage by improving corporate reputation and fostering customer loyalty (Bhattacharya & Sen, 2004). Ethical businesses often have loyal customers who are willing to pay more (Porter & Kramer, 2011). Cosmetic firms have started using ethical positioning to set themselves apart from the rest. Some critics, on the other hand, believe that CSR can cost a lot of money and make things less efficient if it doesn't mesh with the company's main goal (Margolis & Walsh, 2003). The Body Shop's main difficulty is finding a balance between doing the right thing and generating money. This challenge is especially hard because they have to compete with Lush and other huge firms all over the world.

2.6 Issues with becoming an ethical consumer

It is a challenge to stop "greenwashing", which is when you make false claims about how eco-friendly something is (Delmas & Burbano, 2011). People are losing trust in brands, and if they don't keep their ethical promises, they could lose their reputation. Critics expressed negative opinions about The Body Shop, particularly during its ownership by L'Oréal, due to concerns that it was losing its moral purpose (Crane, 2013).

2.7 Research Gaps:
· The literature provides significant evidence of the advantageous effects of CSR; yet, there are notable shortcomings:
· Many studies examine consumer perceptions, but there is less focus on the influence of CSR on employee engagement within retail settings.
· Big international companies conduct most research, but The Body Shop stands out as a unique case. 
· There is a scarcity of research investigating the maintenance of CSR identity subsequent to the purchase of ethical enterprises by larger corporations. 
· There is a lack of longitudinal studies examining the durability of ethical models in the face of competitive pressures over extended periods.

2.8 A brief overview of Chapter 2

This chapter discussed CSR, ethical consumption, and other ideas that are essential to The Body Shop. Previous research demonstrates that CSR has favourable consequences while also stressing difficulties related to authenticity, profitability, and scalability. These gaps are the reason why the study focuses on employee engagement and how well the business does.



Chapter 3: How the Research Was Done

3.1 Introduction

This chapter delineates the philosophical approach, paradigm, technique, design, sample, data collection, analysis, and ethical considerations of the research. The aim is to authenticate the chosen methodology used to examine the influence of The Body Shop's ethical standards on performance and engagement.

3.2 Philosophy of Research

The researchers employs pragmatism, emphasising practical outcomes and flexible techniques (Creswell & Creswell, 2017). Pragmatism enables the integration of quantitative and qualitative data, ensuring a holistic view of both employee and consumer perspectives.

3.3 Research Paradigm

The mixed-methods paradigm combines the best parts of quantitative surveys and qualitative interviews. This is appropriate for CSR research, which requires both measurable indicators (e.g., engagement, loyalty) and a deep comprehension of experiences and viewpoints (Johnson & Onwuegbuzie, 2004).

3.4 Research Method

The research utilises a deductive technique, assessing established concepts such as Carroll’s CSR Pyramid and stakeholder theory, while also incorporating inductive insights from qualitative interviews to uncover unexpected conclusions (Saunders et al., 2019).

3.5 Methodological Position

The stance is explanatory, aiming to determine both the influence of CSR on outcomes and the underlying mechanisms and reasons for these impacts. This makes it possible to link survey results to qualitative reasons.

3.6 Research Plan and Strategy:
· We will use a sequential explanatory mixed-methods design (Creswell & Creswell, 2017):
· We will conduct surveys of both consumers and staff to gather their perspectives on CSR, loyalty, and engagement.
· We conducted semi-structured interviews with managers and staff, supplemented by a review of CSR reports, to delve deeper into the findings of the survey.
· This method makes sure the numbers are right and also provides us a lot of information about how The Body Shop works and what its culture is like.

3.7 The people and the sample

The research population includes:
· The research population comprises individuals who are employed in stores across the UK.
· Individuals who are aware of The Body Shop's efforts in corporate social responsibility are also included.
· UK division managers and CSR officials.

Sampling will use a stratified strategy to ensure that there are people of different ages, races, and roles. About 150 staff and 200 customers will reseive a survey. There will also be 10 to 15 interviews with staff and supervisors.

3.8 How to Gather Information

· Closed-ended surveys for employees (about engagement and happiness) and customers (about loyalty, trust, and CSR viewpoints).
· Managers and workers engage in partially structured talks about how to implement CSR, the challenges it presents, and its authenticity.
· This involves reviewing the company's reports on corporate social responsibility (CSR), sustainability, and campaign materials.

3.9 Ways to Look at Data

· The data was analysed using SPSS/Excel. Descriptive stats (such as means and frequencies), correlation (linking CSR with engagement and loyalty), and regression (predicting how well something would do).
· We used thematic analysis (Braun & Clarke, 2006) to pinpoint topics like authenticity, employee pride, and challenges.
· We employ both techniques to verify the outcomes.

3.10 Moral Problems

To protect the safety and well-being of participants, ethical guidelines shall be followed:

· Everyone who took part agreed to it after being fully informed.
· We promise that your privacy and anonymity will be protected.
· Data is kept safe and only used for academics.
· Being honest about the study's goals in order to protect the organization's reputation.

3.11 A quick look at Chapter 3

This chapter confirmed a sequential explanatory mixed-methods design grounded in pragmatism. Surveys, interviews, and document analysis will all provide us a complete picture of how The Body Shop's ethical practices affect performance and engagement.



Chapter 4: Analysing and Talking About the Data

4.1 Introduction
This chapter will analyse and clarify survey and interview data to address research queries.

Chapter 5: Final Thoughts and Suggestions

5.1 Introduction
 The last chapter will sum up the results, the contributions, the limitations, and the suggestions.
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