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Innovation and creativity should be encouraged as ways through which companies can have an edge in the highly competitive market. This involves promoting creativity, teamwork, innovation and the subsequent celebration of achievements in the field (Shafique 2020). Managers should often offer required tools, encourage free discussion, and allow and possibly encourage calculated risks to help foster innovation. This results into different products, solutions, organic growth of business, organization employee motivation, customer satisfaction, enhanced by organization improvement. When innovation is appreciated then the individuality of the business 
strategies and the market position lead the business to success.
Body Shop UK is a British cosmetic company founded by Dame Anita Roddick in 1976, adopted a franchising strategy from 1977 and was owned by L’Oréal from 2006 till 2017 then by Natura & Co till 2023 and then was bought by Aurelius Group. Being a company that deals in cosmetics, The Body Shop’s products include body products, facial care products, hair care products and home products apart from the makeup line alle of which are made from natural ingredients sourced from the Community Trade.
The report below details the Developing Innovation and Creativity for Business Advantage (Evans 2020). The report firstly will discuss about the products that the company offers. Then further the report consists of the how the innovations has influenced the above-mentioned company both in negative and positive way. The report will apply the SCAMPER model to suggests how the company could have innovatively helped to navigates the challenges in the market.
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Body shop is an international company based in Britain and they deal in body, face, hair care products as well as fragrances for home (Lee 2020). The entire range of used raw materials and the company’s products are related to the concerns of natural resources, and those of them are the marula oil and sesame seed oil which are purchased due to the Community Trade program. 
*Body Butters: It consists of Satsuma, Moringa, Olive, Strawberry, Mango, Shea, and Coconut as they help in skin nourishment.
Body Products: The company’s product range includes body scrub, body butter, and bath lilies and offer different options according to skin type and requirement.
Cosmetics: Some of the specific products in cosmetics that the company supplies include mascara, lipstick, lip-gloss, eyeshadow, and cotton wool for face among others that are meant to beautify and or prevent skin damage.
Full Skin Care Ranges: The Body Shop provides diverse skin care products with Tea Tree, Vitamin C, Vitamin E, Aloe Vera and Seaweed ranges aimed at resolution of problems such as acne, aging skin and dry skin respectively (McGrath 2021).
Men's Skin Care: They are having men’s skin care product such as maca root and white musk, which can best suit the male skin.
Hair Care: Moreover, it is famous for hair care products like banana shampoo and banana conditioner that in one way or the other are aimed at synching the hair’s nutrients.
Fragrances: A line of fragrances that are unique from the other is available both for men and women and it aims at creating different moods and feelings.
Bath Products: The Body Shop Bath & Body Products: The Body Shop has launched bath products like shower gels and solid toiletries that are meant to give customers that much needed bath pleasure (Wahono 2020). 
Face Masks: The company provides products like face masks, that including sheet masks, which are designed to assist for the different skins like brightening, hydration, and detoxification. 
The Body Shop is focused on production lines to ensure that they offer high quality products, naturally made, and are not tested on animals. The Body Shop offers products that can vary according to different skin types (Hamilton 2021).
 
The impact of innovation, The Body Shop, which was once the leader of the beauty industry, has benefited from this concept in some respects but was also affected negatively. Its ethical and sustainable approach to business has led the company to innovate and in turn, create the powerful brand that we know today (Siyal 2021). However, it has not been without its drawbacks and controversies because ownership and the processes it has undergone have also over the years been changed.
Positive Influence of Innovation
Ethical trade Making-The Body Shop has equally focused on Ethical trade making the Organization advance in supply chain and products. Currently the company has employed a policy it calls the Ethical Trade Initiative that was developed in 1998 aimed at ensuring that the suppliers stick to some specific standard hence cutting off the ability of the suppliers to take advantage of workers (Apostolov 2021). Environmental concerns are just as important too and some customers felt that The Body Shop's prices had become too high and the products were no longer good value(Kent 2007).
Innovative Marketing Strategies: The early systems of The Body Shop’s marketing like the “testing on the hands initiative and recycled containers” made the brand standing out and attract its customers. Such approaches have been essential to both create and communicate the brand’s proposition.
Beauty Innovation Hub: The beauty innovation hub in East Croydon, London, is a success of the company’s multidisciplinary organization that combines marketing, sustainable sourcing, and product development functions for innovation and sustainable development  (Yu 2022) . They advanced laboratory helps the company formulate products more efficiently so as to reduce the company's impact on the environment. While things seemed to be looking up for The Body Shop, high production costs and an increasingly tight-fisted consumer have hit the business in recent years.   The brand's revenue fell 13.3% in constant currency to £132.7m in the third quarter of 2023. Combined store, e-commerce and franchise sales also showed a high single-digit decline.
Negative Influence of Innovation
Changes in Ownership and Processes: Spanning many years of operations, The Body Shop -has changed ownership hands, and this has elicited accusation of green washing and deviation from original values. Such changes have made several unfavorable effects on the sales and brand image.
Innovation Challenges: Another risky decision has also been the company’s focus on new technological advances which have raise issues with implementation. For instance, adoption of new methods of testing new formulations can be cumbersome and sometimes may take longer times than previously anticipated.
Competition and Brand Refresh: Regarding the competition for products, it is important to know that the existing and potential competitors of The Body Shop are other brands which have initiated schemes such as refill and recycling. To remain relevant, the company requires to carry out a brand identity update and communication strategy that is as often a major hurdle.
The Body Shop presents a clear example of how the concept of innovation helped to build and define the corporate identity and the values held by the company. The ethical trade policy, Corporate Social Responsibility policy and the innovative tendencies in the concerned marketing strategies are some of the factors that have contributed to the consolidation of the company (Lazaretti 2020). The differing ownership structure and processes have caused issues and drawn controversies. In order to cope with those challenges, currently there are several critical questions that need to be answered by The Body Shop.


A wide-spread cosmetic company, The Body Shop, which can be considered a precursor in many aspects, has been receiving in recent years many problems of the type of change of ownership, competitive pressure, and the advent of the internet influence on the purchasing process (Al-Dayyat 2021). 
· S – Substitute
· C – Combine
· A – Adapt
· M – Modify
· P – Put to another use
· E – Eliminate
· R – Reverse

Substitute
Digital Transformation: The Body Shop could have opted for a change in, - technological infrastructure by ensuring that was created an online store to market its products and ensuring that it had an active account on various social media platforms to be able to interact with its customers (Sunanta 2021). It would have supported the company’s market reach and existence as it expanded the number of consumers it serves.
Product Line Expansion: They introduced more variety products that it offers more to the clients by opening new branches and new products such as vegan and cruelty free products. This would have assisted The Body Shop to remain relevant and competitive in market, hence boosting their sale.
Combine
Omni channel Retailing: This is a line with the strategies that The Body Shop could have chosen to adopt the Omni channel retailing where an adoption of both, -physical and virtual selling platforms. This would have made it possible for the company to maintain operations and survive by responding to these changes in customer demands.
Partnerships and Collaborations: Picking an example from the company, it was possible for the company to partner with other brands or organizations for greater influence (Al Yousef 2021). For instance, the Body Shop could have partnered with influencers or other beauty firms to keep cubing relevancy and capturing clients’ attention.
Adapt
Sustainable Packaging: The lack of extension strategies can be named as the following: The Body Shop could have concentrated on such a vital area of consumers’ concern as environmental protection, cutting down packaging waste. This would have been beneficial to the company in that environmentally friendly message would have resonated with consumers who were sensitive to the environment thus creating a niche for the company to compete for (Chanloy 2021).
In-Store Experiences: The Body Shop could have commenced generating product theatre in the stores to reach the customers together with the following perks; They could have established workshops and other events within the store in order to attract more of the customers and make them be loyal to the company (Supena2021). This would have gone a long way in aiding The Body Shop to create a niche that it can use to counter strategies of other players in the market.
Modify 
Store Layout Redesign: The Body Shop could have changed its store concept to a store experience where shoppers are more engaged and active during the shopping process. This would have made the company more competitive and gain more customers since the price of its products would be affordable.
Employee Training: The company could have done more to train employees to better and focus on improving customer satisfaction and hence shopping experience (Asbari 2021) . This would have helped The Body Shop to develop customer loyalty and unique selling proposition to survive the market rivalry.
Put to Another Use
Cost Reduction: In the context of porters’ value chain, the Body Shop could have minimized on its costs, for instance through efficient supply chain. This would have assisted the company to be in a position to compete effectively and also to be in a position to fold to customer needs and demands.
Product Simplification: Simplifying the product options would have been a better strategy with an aim of reducing on its product complexity and hence enhance its users understanding. This would have put The Body Shop in good stead since it would be in a position to retain its market share and gain new customers.
Eliminate
Streamlining Operations: The Body Shop should have grasped the chances of cutting cost coupled with enhancing its efficacy (Kumthonkittikul 2020). It would have enabled the company to remain relevant, and benchmark itself as a way of coping with market dynamics.
Discontinued Products: The company could have opted to eliminate certain product lines that were not meeting expectations and to strategically market its primary products. Which would have been beneficial to The Body Shop to lower its expenditure as well as increase its overall profitability.

Reverse
Global Expansion: The opportunity missed could have be used to grow internationally, diversify and spread to other markets. The Body shop would have been in a position to operate efficiently and to be able to cope with arising conditions in the market.
Marketing Campaigns: The emphasizes on the fact that the company could have embarked on advertise specialized marketing strategies that reach out to new consumers. It would have helped The Body Shop to maintain a competitive posture and offer the market something novel and different.
Using the SCAMPER model, this challenge could have been overcome in an innovative way to benefit, The Body Shop, taking into consideration the new changes in the ownership and the new rivals, increased competition, and the growth of e-commerce sales (Boonpracha 2023). Digital transformation, the growth of new product lines, Omni channel retailing, strategic partnership, the utilization of the sustainable packaging, the creation of a unique store experience, and the training of its employees could have been used by the company to enhance its competitiveness and performance amidst changing conditions
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The above report is about the Developing Innovation and Creativity for Business Advantage in which it was discussed about the company for their products that they offer to their customers like Body Butters, Body Products, Full Skin Care Ranges. Then report includes the innovation which put impact on the company both negative and positive such as Ethical Trade Making, Innovative Marketing Strategies as a positive change and negative impacts are Changes in Ownership and Processes, Competition and Brand Refresh. Then report consist of the SCAMPER model for the company organization which includes some of the points in each part such as Digital Transformation, Sustainable Packaging, Store Layout Redesign, Product Simplification, Discontinued Products and Marketing Campaigns. 
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