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Situation Analysis

The Body Shop is headguartered in the UK and was founded in 1976 by human rights
activist Anita Roddick. The company, which has approximately 3,000 stores (about
two-thirds of them are franchisces) over 2,600 sfores in over 69 counirics worldwide
as of 2018, is one of the most successful natural and ethical cosmetics companics
(Natura& Co's annual report,2018).

The company sefls a range of bath and skincare, makeup, perfume and hair care
products made from natural ingredients. The brand insists on the use of pure natural
ingredients to make a variely of cosmetics and skin care products; and promises not to
use animal {esting. All products are supported in the form of simple packaging to
support environmental protection and are committed to promoting the 3R principles:
recycling, reuse, replenishment. In the context of sustainable development, consider
the meaning of this principle, and adopt the unique discourse ficlds and practices of
business and interpersonal ethics (Welcomer,2000), hoping to use this as a basis to
reconstruct the relationship between business and society and to make the companies
“known” as trustworthy.

From logo design, product packaging, store decoration to all visual design, Green not
only becomes the brand identity of The Body Shop, bul also creales a unique brand
identity for the company (Li,2010),

In 2017, Natura & Co acquired the underperforming The Body Shop brand from
L'Oreal Group. Then, Natura& Co'’s 2018 financial report shows that The annual sales

of The Body Shop increased by 17.7% year-on-year to BRL 3.886 billion, sales in
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EMEA (Europe, Middle East, Africa) and APAC (Asia Pacific) are particularly
strong(Natura& Co's annual report,2018).Natura& Co's 2019 financial report shows
that The Body Shop brand's net sales in the second quarter increased by 7.5%
year-on-year. Except for the setback in the Hong Kong market, other regions achieved
steady growth, especially in the UK market. In the second quarter of the UK market,
driven by Easter. Net sales increased by 6.7% year-on-year. All of these factors
indicate The Body Shop is showing signs of a marked recovery in the performance of
Natura & Co, and it may become a huge boost in Natura ’s goal of hitting the world s
number one beauty group.

In this marketing plan, a summary and introduction to the marketing plan is first
outlined. Based on an analysis of the company's internal strengths and weaknesses, as
well ag external opportunities and threats, marketing goals were identified in the plan.
Then, focusing on the target market for the Ly/w@‘-.:mak: group, the plan proposes
market strategies that should be used to achieve this market goal. And put forward

specific marketing strategies, combined with the plan, formulated a specific and

quantifiable marketing plan implementation plan. /a / hf\ /f_ocwdbﬁ

SWOT Analysis

Griffin (2004) says that the strengths of an organization are the advantages or skills
that enable the company to carry out its own strategics. A SWOT analysis revealed
that The Body Shop has several strengths. Firstly, the products sold by The Body
Shop are made with natural ingredients and are safe for all skin types. Even their

packaging is made from biodegradable materials, which makes the brand a very green
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and sustainable brand (Wycherley,1999). From using rencwable and biodegradable
packaging materials to sourcing from non-fossil fuel-derived malerials, The Body
Shop has been true to its new CSR approach Enrich not Exploit (Ting,2010).
According to Harding and Long (1998), the strengths of a firm comprise any positive
attribution especially internal attributes, such as cash flow, branding and others. The
Body Shop's unique positioning in creating green and natural brands is its greatest
advantage. Secondly, The Body Shop is not only creating products, but also focusing

on women's skin or personal care issues. The R & D department and sales department

are committed 1o solving specific skin problems, which helps them better connect /

with customers.

The weaknesses of a firm are the skills that make the firm fail to carry out and choose
its own strategies to fulfill the mission (Griffin,2004). The SWOT analysis also
revealed that The Body Shop has several weaknesses. The first is that the pricing is
not reasonable. The founder of the brand, Anita Roddick, believes that customers are
willing to pay higher prices for products with natural ingredients, oaly in the early
stages of business development. However, with the intensification of competition, the
brand has been positioned at high prices, which has caused The Body Shop to lose to
some of the cheaper brand competitors, and its sales have also been greatly reduced.
Second, the focus of brand promotion is not clear. The Body Shop’s excessive focus
on the environmeni, animal protection and human rights has distracted the company ‘s
focus on research and development of cosmetics. and even some customers are

confused as to whether the company is engaged in cosmetics business or advocaling a
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green lifestyle (Mardani,2019).

Throuph internal analysis, it can be found that although The Body Shop has a unique
positioning and established a good customer relationship, the company's product
pricing and product promotion should be improved.

The company may also enter to enter larger regional trading groups, learn from
market-leading customers and competilors, or attack a competitors’ key
markets(Johansson,2003).The overseas market, especially the Chinese market, has
great potential. Besides, it will usher in new imarket opportunities After the acquisition
of Nature.

According to analyst forecasts, although the cosmetics industry has been increasing
sales in recent years, the cosmetics industry seems (o lack innovalive
ideas(Purkayastha,2007).Therefore, whether it is a manufacturer or a seller, when
consumers' preferences begin to change and the demand for product quality begins to
increase, they are facing a crisis of failing to meet market demand(cryptonym, 2010),
The Body Shop was a successful brand in the nineties. But as time progressed,
competitors like Boots also has a focus on environmental protection and the use of
natural ingredients in their products. The main competitors of The Body Shop are
Lush, Neal’s Yard, L’Occitane, Innisfree. Once The Body Shop is unable to launch
new products or impress customers, it will lead to a decline in profits under fierce
competilion.

Therefore, from an external analysis, The Body Shop has many brand competi

such as Lush, L'Occitane, Innisfree. eilc. These brands have similaf product
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ingredients to The Body Shop, and many customers will turn to these brand products
(Banerjee, 2017). But several opportunities exist in the Cosmetics market. Natural,
organic, and ethical cosmetics are increasingly important to consumers. Opening up

the Chinese market can be a huge opportunity for The Body Shop which is already
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focus on the use and extraction of natural ingredients in their products.

A large part of the huge losses suffered by financial markets in late 2008 and early \
2009 have recovered. After the financial crisis, developing countries have once again
atiracted the interest of international investors (The World Bank, 2010). According to

the report "2010 Blue Book of Chinese Cosmetics Industry Development Trend ",
China's cosmetics sales in 2009 exceeded 140 billion yuan, becoming the world's third
largest cosmetics sales after the United States and Japan. It can be seen that the q L‘luq
Chinese cosmetics market is the market with the highest profit potential( Wen, 2011) .
At present, the sitnation of The Body Shop in the Chinese market is that the company
opened a branded retail store in Hong Kong in 1984. Until The Body Shop was
acquired by Natura & Co, the management of the group specifically mentioned that
"The Body Shop, Agsop and Natura Brasil all have huge expansion potential in the
Chinese mainland market. The Body Shop have the potential to cover 150 cities and
regions. There are now close to 100 retail stores around the world. and 42 of the /
remaining 50 cities will be in mainland China. " (Butler ,2019). Due to opposition to

animal testing and other reasons, the company has been slow to expand in mainland

China (Chun, 2016). %o eI owre Tl a\\g_k-XLSJ\SJ(\j_




Marketing Objectives of The Body Shop are

-Open a retail store in Shanghai, China by March 2020,

-Expand the customer base by adding 10,000 new Chinese customers per month QO ¢ \(\Q wo \G

‘Increase average order value to £50 per customer

*Achieve 10% online revenue contribution in china within 2 years
Marketing Strategy

Target Customer

The Body Shop has targeted women from cosmopolitan cities and urban class who are
health and beauty conscious and belongs to medium income group (Chun, 2016).
Under demographic segmentation, The Body Shop has targeted mostly women. The
market has been segmented according to the different occupation like the teens,
working adults, and housewives, who are between ages 15-60 years old (Kent,2007).
Looking at the price range of the products, the high or middle-high income buy jHe
brand’s products.

Shanghai is an international metropolis and is China's economic center. The overall
employment situation of women in Shanghai is stable, and the proportion of urban
female employees has remained at about 40% (Stockman, 2016). The latest regional
data shows that the overall urban female employment rate in Shanghai in 2017 was
40.3%. The Body Shop should target the Shanghai market in China, especially for
women who want to look altractive in the workplace.

Positioning Model

People want to maintain a healthy lifestyle, so they want to use organic products on
7
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their skin. The Body Shop’s strafcgic positioning is to meet these requirements, They

use the natural and organic ingredients (such as seaweed, sugar cane, aloe, honey, lea

tree, etc.) 1o meet customers' needs for a healthy lifestyle. The brand raised

environmenial concerns and launched a campaign against animal testing of the

product. It is a very unique positioning strategy (Rippin, 2013).

The claim in the marketing plan is that The Body Shop should be considered a

represeritative of a healihy lifestyle. Behindg the product brand needs compelling,

natural and ethical information, When customers choose a product brand, consumers

are more likely o buy products that take environmental and social issues scrioy

This is how The Body Shop stands out from other brands of beauty products.

Figure 1: Buyer Journey Map

BUYER JOURNEY MAP 1
STEP TRIGGER REVIEW PURCHASE
DECISION
GOAL | Make people notice | Let customers know | Make customers

the brand and make

an impression

more about The

Body Shop

realize that The Body
Shop is the most

suitable brand for them
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‘Post image ads on |- Opening retail | -Send product samples
social media like | stores on | to potential customers
instagram high-traffic streets | -Case. studies  for
UEJ -play small videos on | ‘Provide  detailed | different skin types
% Youtube consulting services
=
o on the website
BUYER JOURNEY MAP. 2
STEP ENGAGEMENT RELATIONSHIP RENEWAL
MANAGEMENT
GOAL | Enable a seamless | Ensure a  good | Maintain customer
onboarding process shopping freshness and brand
experience for | loyalty
customers
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TOUCHPOINTS

-Alflier registering for
membership,  enjoy
The Body Shop store
points to deduct cash

-Customers who shop
and

online give

feedback, choose
"lucky dog" and give

away a gift box

‘Invite customers to
visit product
production R & D
center

‘Registered  users
can get the birthday
sachet pendant on

The Body Shop on

their birthday

‘Focus on the needs of

urban women and
carry out research and
development of new
products. For example,
anti-hair loss products

‘Invite customers to
brand conferences and
share their

feelings

about  wusing the

product on social

media

Source: Authors own

Marketing Tactics

Marketing mix of The Body Shop
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-product. The Body Shop needs lo provide high-quality skincare products for young

working women in big citics. Even those women who want to prevent their skin from

getting dry in an air-conditioned room. Provides women with a range of products that

keeps skin firm and resilient, preventing fine lines on the face.

‘Price. The price of the product firstly is positioned in a medium place

(Chairunnisa,2019). Considering that China has abundant material resources and

average wages are lower than most developed countries. and these factors can save a
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lot of money for the company. In this case, as the cost is lower, this provides the
company with a condition to lower prices, which will expand sales and increase
profits. Finally, it helps companies increase the atiractiveness of their products in the
market. Therefore, in The Body Shop retail store in China, the product should be
priced at 450 to 1100 RMB (about 50 to 100 pounds) and carry out online discounts.

-Place. Selling cosmetics in supermarkets or shopping malls is the channel of clioice

for most cosmetics companies in Chiina, However, the younger generation may prefer

to buy products online and send them to their homes through border express
services(Wen,2011). The Body Shop always insists on selling from its own stores
rather than finding other agents(Xent,2007).Therefore, the chain store in the bustling

areas of Shanghai, such as the Bund and Jinmao Building may be a good chaice. In
addition, the company can open a new intemet selling system in China, for example,
Taobao. owned by Alibaba. Because for the customers targeted in the marketing plan,
young working women, may prefer to buy the product in chain stores. /
-Pmmn(iun@lhink the promotion of The Body Shop should focus on the product

itself, and its products and activities can be promoted through a lot of video, social
media and in-store content. Speed up testing of media channels such as Instagram, .
Pinterest and Snapchat as this will increase media exposure of the product. b M&D ? %LA_
-People. The Body Shop company must have sufficient talent reserves. If@wam 10
explore the Chinese market, it is especially important to cultivale multinational talents.
And Skin care training for employees in retail stores to hélp customers in need. bwﬂ&c Q ‘&J
-Processes. the company should increase the number of online customer service
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personnel to improve online sales services. — M Q E

-Physical evidence. The Body Shop, as a unique natural formula product, has a

unique product formula. @mink the company can make natural spice taste of the

product into a portable sachet pendant and give it to customers doring the event to

increase customer favorability of the company's products.

Action and Control

Figure 2: Marketing plan
Marketing Activity plan 2020
2020 Description Resources
Required
Januwary | The Body Shop online and offline lalent | ‘Member of the
recruitment conference Advertising
‘Promote the opening of new retail stores | Department (5
through outdoor advertising. email, and social | people)
media (such as Weibo, Facebook) ‘Print
advertising
funds
February | -Select the store location (choose the first | -Managers
mainland China retail store in the bustling area | dispaiched
of Shanghai) from UK
‘Training new employees (skin care expertise, | headquarters
customer communicalion) ‘Professional
guided courses
March | -Retail store opening celebration, 10% off for | - Advertising
first time buying products at retail stores costs and retail
‘Post an update on Twitter about the opening of | shop rent
a new retail store -Establish a
‘Encourage customers to register as members, | network
and to register personal information in order to | electronic
maintain contact resource library
for customers
April “The first 5000 users registered on the website | -Professional
May or offline retail slores every month have the | skin care
June opportunity to get product samples and a free | staff(3 people)
skin care service ‘Expenses  for

‘Registered customers are invited to visit The

cusiomers lo
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. stay and eat
Body Shop production R & D center (Three near R & D
days) and allow customers to post their feelings eeRfers
on social media (such as Weibo, Facebook,
Twitter, etc.)
July ‘Promote Valentine's Day gift box pre-sale on | -Advertising
August | The Body Shop website costs
‘On August 25th, the Qixi Festival (Chinese | -Techniques for
Valentine's Day), a customized skincare gift | engraving
box will be launched. Customers can request to | words in
engrav the words on the bottle products
September | ‘Launched the "Find The Body Shop Brand | -Outdoor
Spokesperson" campaign tfo film commercials | advertising
for ordinary urban women using The Body | promotion
Shop products cosls
‘Collect the needs of urban women for the | -Pay for
efficacy. of skin care products and feedback to | advertising
the product development department planning  and
filming
companies
October | -Make natural spice taste of the product into a | -Expenditure
November | portable sachet pendant and give it to customers | on design and
during the event production  of
‘November 11 is a big shopping promotion | scented
carnivai in China (similar to Black Friday), The | pendants
Body Shop can carry out large-scale online | -Spending on
discount promotions websites  and
social
platforms
December | -Maintain and update user database for one year | -Expenses  Tor
‘Invited "lucky users of the vear" to participate | the
in the annual new product launch, live | organization of
broadcast of new product launches online on | the conference
Weibo (100 people),
‘Launch a new year event, preparing Christmas | venue  (large
and New Year Gift Box for customer products | hotel
conference
Toom), meal
order (dinner)
-Gift box
design and
production
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| | expenditure |

Source: Authors own
The Body Shop marketing team must track multiple metrics fe ensure that each
marketing straiegy produces the desired results. The following are planned to be
tracked in 2020:
- Customier traffic at online retail stores — \’\(D \707
- Total retail sales monthly
+ Online store page views (weekly / monthly)
- Sales amount of monthly online orders
- Click-through-rate on onlin¢ advertisements
- Number of reposts of advertising on Weibo
- Number of “likes” on complex Facebook page

- Search engine rankings for keywords

A
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This section details the extent to which the assessment criteria are demonstrated by you, which in turn
determines your mark. The marks available for each category of skill are shown. Lecturers will use the
space provided to comment on the achievement of the task(s), including those areas in which you have
performed well and areas that would benefit from development/improvement.
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