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1. [bookmark: _Toc171114936][bookmark: _Toc171115489]Introduction
A well-known global beauty and cosmetics brand, The Body Shop was proved in Brighton, UK, in 1976 and its owner is Dame Anita Roddick. It is renowned for its emphasis on natural ingredients and ethical principles (The Body Shop, 2024a). In Europe, the Africa, Asia Pacific region and Middle East region, there are almost 2,500 retail locations spread over more than 80 countries. The Body Shop runs in 70 different countries (The Body Shop, 2018) (Figure 1). The SWOT (Strengths, Weaknesses, Opportunities and Threats) analysis of the body shop company revealed its strong brand value which is related to ethics and natural positioning in the marketplace; however, the stagnant innovation and failure of the company to satisfy customer demands have affected the brand position. Although it could expand its business in other countries; however, it could experience competition from its competitors, Lush, L'Occitane, Boots and Superdrug (Bhasin, 2024 and Jordan, 2024).
Based on the above facts, the report aims to analyse the factors affecting the Body Shop Company through PESTLE analysis involving Political, Economic, Social, Technological, Legal and Environmental analysis followed by Stakeholder analysis.
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Figure 1: The Body Shop Company Brands (The Body Shop, 2018)


2. [bookmark: _Toc171114937][bookmark: _Toc171115490]Findings 
2.1. [bookmark: _Toc171114938][bookmark: _Toc171115491]PESTLE Analysis, Advantages and Disadvantages
 A tool for finding the external factors that may have an influence on an organisation’s performance is known as PESTLE analysis. Organisations can find their strengths and weaknesses for a SWOT analysis with the support of PESTLE analysis. Additionally, it can help firms in planning and developing methods for mitigating risks (CIPD, 2019). Concerning the advantages of PESTLE Analysis, Dalirazar and Sabzi (2020, p. 180) proved that businesses can develop marketing plans with the support of PESTLE analysis by finding target markets, efficient marketing channels, the most effective times for communicating messages, and conversion goals. However, a disadvantage of PESTLE Analysis is that it does not consider the internal competencies of the company which are significant for sustainable competitive advantage and depends on subjective assessment of broad external trends. In addition, Font-Cot et al. (2024, p. 4173) said that PESTLE analysis is static because the dynamic and ever-changing characteristics of corporate environments may not be sufficiently represented.
2.2. [bookmark: _Toc171114939][bookmark: _Toc171115492]PESTLE Analysis of the Factors Influencing the Body Shop 
2.2.1. Political Factors
Concerning the political factors affecting the Body Shop Company, Oboolo (2023) showed that due to The Body Shop’s global reach, consistency at this level is essential to reassuring its customers worldwide completely and to continuing the discussions. 
Brexit negatively affected many businesses, including The Body Shop, especially in England. The company intended to move some of its operations to Germany, where there are expected redundancies within the group due to the country’s improved political environment. The Body Shop’s business operations were additionally significantly affected by the conflict in Ukraine, as the company stopped its relationships with Russia. 
2.2.2. Economic Factors
The United Kingdom had seven months of double-digit inflation between September of year 2022 and March of year 2023, with a highest of 11.1% in the month October of 2022 (Statista, 2024) (Figure 2). In this context, Wearden, Davies, and Elliott (2024) illustrated that high inflation and recession reduced the spending of consumers on beauty products of the company. Furthermore, the fluctuating rates of the currency due to unstable economic circumstances influenced the import and export costs of the products.
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Figure 2: Inflation in the United Kingdom (UK) (Statista, 2024)

2.2.3. Social Factors
The Body Shop company focuses more on the ethical values that correlate with its customers in terms of ranking customer support and opposing animal testing for their products. In this context, the customers have become more concerned with the company as societal trends have changed towards vegan, organic and natural products which are driven by environmental protection and the welfare of animals (Oboolo, 2023).
2.2.4. Technological Factors
Although the company struggled to embrace online marketing and electronic commerce (e-commerce) websites initially as compared to its competitors due to the changes in customer preferences of online social media platforms, the Body Shop company shows its commitment to data-driven and e-commerce strategies (KPS, 2022).
2.2.5. Legal Factors
The Body Shop Company strongly prohibits the use of forced, bonded, or involuntary prison labour, as well as any other type of involuntary labour. Employees are allowed to select their employment opportunities, and suppliers are not allowed to use any kind of coercion to force them to work above their designated hours (The Body Shop, 2024c). 
2.2.6. Environmental Factors
In 2021, the carbon dioxide (CO2) emissions of the company were 5,338 tons of CO2 equivalent (tCO2e) due to which the company committed to reduce the emission for which they utilized business vehicles and backup energy sources, heating and cooling the stores, and reducing power purchases to zero by 2030. In 2022, their emissions from these sources decreased by 3,713 tons tCO2e (The Body Shop, 2022).
2.3. [bookmark: _Toc171114940][bookmark: _Toc171115493]Stakeholder Analysis, Advantages and Disadvantages
The process of finding and evaluating the significance of important people, teams, or divisions that could have significant effects on how the business runs is known as stakeholder analysis (Gregory et al., 2020, p. 321). Considering the advantages and disadvantages of stakeholder analysis, Schaltegger, Hörisch and Freeman (2019, p. 192) reported that stakeholder mapping helps decide where to concentrate efforts and potential problems that might occur while interacting with specific people or groups. Understanding who matters is always beneficial when making right decisions and proving reasonable expectations for the future. However, stakeholder analysis has a disadvantage in that it requires judgment to assess each stakeholder’s level of power and interest, which occasionally results in the exclusion of important stakeholders (Kujala et al., 2022, p. 1136).
2.4. [bookmark: _Toc171114941][bookmark: _Toc171115494]Stakeholder Analysis of the Body Shop
The key stakeholders of the Body Shop company are mentioned below in detail:
2.4.1. Internal Stakeholders
2.4.1.1. Employees
A motivated and engaged workforce is significant for the company’s operations as the uncertainties affect their morale and productivity. In this context, Union (2024) proved that the Body Shop UK had 2568 employees and 10,000 employees in different countries. However, due to administration, 2000 jobs are at risk of redundancy. Concerning these facts, the company must involve its employees through internal communication to share the company vision, in devising plans and making strategies for the company.
2.4.2. External Stakeholders
2.4.2.1.  Customers
Customers are significant for generating revenues and profits for the Body Shop company. In this context, the younger audience of the company has become conscious of innovative products while sustaining ethics for which the company must innovate their products as per consumers’ demand while taking into consideration the ethical aspects of the products (Font-Cot et al., 2024, p. 4173).
2.4.2.2. Suppliers
The Body Shop company source their products’ ingredients ethically from farming communities across the world (The Body Shop, 2024a). However, as per Butler and Davies (2024), the company has recently experienced financial troubles as the company entered administration when HSBC stopped its credit line and its new owner, Aurelius, was unable to obtain new capital. The company is making efforts to revive its supplier partnership through auditing suppliers and negotiating bulk raw material contracts to develop a reliable sourcing network.
2.4.2.3. Owners
The ownership of the Body Shop company has changed from L'Oreal to private equity firms have negatively affected the strategic decision of the company. In this context, each new owner has their business priorities which clash with the founding business ethos at that time (Two Birds, 2024). At present, the company has been owned by Natura & Co. since 2017 whose mission is aligned with the Body Shop; however, further alliance with purpose-driven strategies will develop a strong relationship between the brand and the ownership (James, 2023).
2.4.2.4. Competitors
The preferences of the consumers have been modifying after COVID-19 in terms of ethics and sustainability for which the company is required to maintain its competitive advantage over its competitors through the utilization of digital marketing, identification of weaknesses and innovation of its products ethically (Font-Cot et al., 2024, p. 4173).
3. [bookmark: _Toc171114942][bookmark: _Toc171115495]Conclusion 
In conclusion, the Body Shop company experiences challenges from the external environment since factors such as Brexit, inflation, and ownership changes might significantly affect its growth trajectory. However, there are chances to enter new markets and complement products with the increasing significance of ethical products. Active participation can help in addressing issues and regaining ground missed through community organisation, networking, and digital change. Enhancing customer service while helping suppliers and employees will develop relationships. It is recommended to restore growth by using the parent company's competitive criteria and communication. Adopting innovations with a sustainability focus can help inventive leaders as important assets.
4. [bookmark: _Toc171114943][bookmark: _Toc171115496]Recommendations 
The research of Barbara Monahan FAIBF (2024) recommended that the Body Shop should concentrate on developing innovative, ethical products that are committed to producing revolutionary products for morally conscious consumer segments. It will be able to appeal to younger consumers and increase its brand positioning as a result. Furthermore, Jordan (2024) recommended that setting app an internal conversation with business leaders from several departments could help in the production of ideas for a comprehensive brand makeover. The work culture of The Body Shop can also be regenerated by strong internal operations.
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