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The business environment in recent years has been challenging for businesses and it has caused closure of enterprises. In the UK, there are businesses that have collapsed and gone out of business entirely while some have gone into administration due to the challenges in their external and internal environments (Weaven et al., 2021). The International Labor Organisation reported that, after the Covid-19 pandemic, at least 70% of businesses reported a drop in sales while a significant minority had to close and start again due to the unfavorable business environment on a global scale (International Labor Organisation, 2022). In light of such an environment, business managers have to become innovative and creative in order to gain a competitive advantage in their respective industries. This report discusses the case of The Body Shop firm that has been negatively affected by the challenges in its external and internal environments and experienced near closure. The report uses the SCAMPER model to evaluate why the business failed and how it could have used innovation to navigate the challenges it faced.
[bookmark: _Toc170923660]The product that The Body Shop UK offer
	The Body Shop UK is an international cosmetic, skin care, and perfume company that operates from London UK. The company was founded in 1976 and was originally based in Brighton is currently owned by Aurelius Group having been sold to the investment group by its previous owner Natura in 2023 (The Body Shop, 2023). On February 2024, the company was put on administration following the owner’s inability to secure a credit line to finance its activities after the HSBC bank ended its credit line to the company (Davey and Maclellan, 2024). The Body Shop UK offers a wide variety of products to its customers in the categories of skin care, perfume, and cosmetics. 
	The company also offers perfumes as part of its products that it has categorized into different groups. The categories include white musk, full flowers, fragrance gifts, fragrance collections, and home fragrance. 
	The Body Shop UK also offers a wide variety of make-up products to its customers. In this product category, the company offers make up tools such as buffing brushes, eyebrow duo brush, domed powder brush, retractable brushes, pencil sharpeners, complexion blenders, and eyeshadow brush. The make up category at The Body Shop also includes foundations and in its body category, the company sells body wash, deodorants, hand wash liquid soaps, footcare products, nail products, oils such as massage oils, and tools such as foot files, bath lilies, skin sponge, body polishers, handle brushes, bath gloves, nail polishers, body relaxers and inflatable bath pillows (The Body Shop, 2023).  
	The Body Shop UK also offers hair products where it sells shampoos, hair treatment products, hair conditioners, and tools such as hairbrushes and combs. Finally, the company has a wellness product category where it sells oils and self-care products used to promote physical and emotional wellness. In brief, The Body Shop UK offers products that cover the whole body with regards to beauty, appearance, scent, and wellness. Moreover, the company markets its products as inspired by nature and environmentally friendly where the sourcing is done in ways that take into account environmental preservation. On its official website, the company states that its purpose is to achieve a more beautiful world hence its focus on beauty products (The Body Shop, 2023). 
[bookmark: _Toc170923661]How innovation has influenced The Body Shop UK
	Innovation has influenced The Body Shop UK operations both negatively and positively. The positive influence of innovation has mainly been realized through e-commerce. The company has been able to adapt to some of the innovations that have directly impacted the beauty industry while it has struggled to adapt to some of the innovations, which have negatively impacted its operations. The rise of e-commerce has enabled the company to reach more customers than it used to when it had to rely on its brick and motor stores alone (Wang et al., 2020). Through e-commerce, the company has been able to increase its sales as customers can buy its products straight from its website and have them delivered to their doorsteps. The company has also benefited from technological innovations in machine learning and Artificial Intelligence that have enabled precise targeting of customers in its online sales. Through AI tools, the company can recommend products to customers based on customer behavior and search history, which increases the chances of recommending products to customers who are likely to buy. Moreover, AI tools are capable of enabling real time updates on product prices based on the market price, which has given the company the ability to compete on prices by companies selling similar products.
	However, innovation has also impacted the company negatively as some product innovations have made the company’s operations and products unable to compete in the market. Currently, beauty product customers are informed and conscious of the environmental impact of the beauty industry (Bilal, Mehmood, and Iqbal, 2020). As such, customers prefer products made in ways that preserve the environment. Innovations in this area have been rapid and impactful as competitors have been able to create products with natural ingredients that attract customers and reduce demand for some of the products at The Body Shop UK that are made of synthetic materials. 
The increased awareness on eco-friendly beauty products extends to packaging where customers prefer eco-friendly packaging materials in order to avoid environmental degradation. Shifting to eco-friendly packaging involves financial resources, which negatively impacts the operations at The Body Shop UK by increasing the cost of operation. The company has also been negatively impacted by the technological innovations of virtual make up filters in modern mobile applications (Javornik et al., 2022). The innovation enables people to generate virtual make up on pictures of their faces depending on their preferences, which has reduced the need for real make up products. Applications such as snapchat and features in modern camera phones have availed the virtual make up features to customers who would normally apply make up to enhance their beauty. 
	The beauty industry has also experienced advancements in nutritious ingredients where product innovation has enabled the manufacturing of beauty products that enhance wellness by utilizing nutritious ingredients (Aguilar-Toalá, Vidal-Limon and Liceaga, 2023). The innovation has enabled the development of products that enrich the customers’ wellness using ingredients with nutritional supplements. The innovation in this area has impacted The Body Shop UK positively as it has given the company the opportunity to attract more customers by availing themselves of such products as part of the beauty products it sells. 
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Substitute – the model requires an organisational manager trying to innovatively navigate challenges in the market to investigate the products that can be substituted with a product that can attract more customers (Anggrianto, 2022). At The Body Shop UK, the company could have replaced some of its products and services with more attractive and modern ones. For example, the nutricosmetics products have been gaining popularity in recent years and attracting more customers. The ingredients in nutricosmetics have attracted customers as they have nutritional supplements and do not have the adverse side effects that can affect customers when they use synthetic beauty products. The company could have replaced its facial make up synthetic products with products made using the innovations in nutricosmetic technology in order to attract more customers and generate more sales. In addition, the company could have replaced some of the synthetic products in its body product category with nutricosmetic products to attract more customers.       
Combine – the model guides organisational managers to be innovative and find products that can be combined to improve sales. Combining products is an innovative way of increasing sales as it enables customers to get more than one product in one package, which increases the value they receive for money (Purchase and Volery, 2020). At The Body Shop UK, the company could have combined some of its products in order to attract more customers with the resultant better deals. For example, customers who buy toners also buy face cleansers and moisturizers. Therefore, instead of selling the three products separately, the company could combine the three products into packages and offer them as one product. Additionally, data on beauty product purchases show that customers who buy mascara also buy eye liners and eye shadow. The company could have benefited from combining the three products into one and offering them as one package. In its hair products, the company could have combined its shampoos, conditioners, and hair masks and offer the three products as one package. The combinations would have generated more sales as they would make customers view the combined product as convenient for their make-up needs. The company could have further benefited from the combination technique by selling the new packages at a price that is slightly lower than the total price of the combined individual products.  
Adapt – the SCAMPER model advises that organisational managers in struggling organisations should adapt to the market by adding new trending products to their existing products (Lopes et al., 2020). The company could have adapted by adding eco-friendly packaging to its products. Eco-friendly packaging is a trending improvement in beauty products as it attracts customers who are inclined to environmental conservation. In addition, the company could have adapted by adding modern AI and Machine Learning capabilities to its website for the purpose of improved customer experience. Adding the new AI and ML tools to the company’s website would have enabled the company to present products that the visitors on its website are more likely to buy based on their search and purchase history thus increasing its online sales. Thirdly, the company could have adapted by investing in cooperate social responsibility initiatives. CSR initiatives are effective in increasing customer base and creating a positive image as they enable a company to take part in initiatives that directly impact its immediate community without seeking to profit from the initiatives. The Body Shop UK could have adapted by taking part in CSR initiatives that solve community and social problems around its outlets thus gaining the support of the local population, which could have translated into sales.      
Modify – the model requires that managers should modify the products, services, and operations in ways that match the market trends in order to survive the market challenges (Szpilko et al., 2021). The Body Shop UK could have benefited from making modifications in its marketing processes to incorporate modern marketing techniques. In modifying its marketing techniques, the company could have involved influencers to market its beauty products around the UK and all the other countries where it has outlets. Influencer marketing has proven to be effective in the beauty industry as it has helped beauty brands to achieve brand awareness and sales. The company could have paid influencers that are popular among its target market to use and market the products thus selling the company to their fans and followers on social media. Secondly, the company could have modified its customer service procedures by introducing customer service chat bots on its website to answer customer questions at all times. The addition would have enabled the company to adapt to online sales by improving on-site customer experience.  
Purpose - The model advises organisational managers in struggling organisations to change the purpose of some of their assets in order to make use of them in areas that directly contribute to revenue generation (Budiyanto and Zamil, 2021). The Body Shop UK could have achieved this by repurposing its website to be both an e-commerce site and an online tool to guide customers toward its other websites. This would have helped the company improve its online presence as well as the customer experience, hence increasing sales.  
Elimination – the SCAMPER model recommends that a company should eliminate or minimize part of its products, services, or operations that it can afford to lose in order to meet the existing market challenges (Suh, 2019). Before going into administration, The Body Shop UK could have minimized its operating costs by laying off some workers whose main tasks included operating the brick and motor stores then focusing on online sales. Reducing its workforce would have enabled the company to reduce its cost of operation by reducing its wage bill.  
Reverse – finally, the model recommends that an organisation should innovatively address the market challenges by reversing some of its processes that can be improved by reversing the order of events. At The Body Shop UK, the company could have reversed the process of charging wholesale buyers before they sell the products to the end user by allowing them to pay after selling the products. The reversal would have attracted more sales as it would have allowed wholesale customers with limited budgets to buy more products from the company.
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The Body Shop UK financial challenges stem directly from its inability to generate enough sales for the company to survive without credit lines from financial institutions. Therefore, the company should focus on creating innovative ways of increasing sales in order to generate more income. To achieve this, it is the report’s recommendation that the company should recruit a management team with a track record of generating sales in the beauty industry. The recommendation will help the organisation as it will benefit from new ideas that the managers will come to implement (Wren and Bedeian, 2023). The new management team should include a new marketing manager and financial officers capable of implementing austerity measures that maximize profits and minimize expenditure. Secondly, the company should increase its popularity among its target market through cooperate social responsibility projects. The report recommends that the company investigate the causes that are popular among its customer base and involve itself in CSR activities that advance such causes. In doing so, the company will gain market share as people in its target market will be able to identify the products it sells.
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	The Body Shop UK current position as a company in administration is a result of the challenging market conditions in the beauty industry. The company has been negatively affected by innovations such as virtual make up filters and the rise of nutricosmetics that have caused a loss of market share. However, the company can recover financially by following the details provided in the report through the SCAMPER model. Implementing the recommendations in the SCAMPER model and the overall recommendations provided at the end of the report will help the company generate enough funds to sustain its own operations again.    
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