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With an emphasis on natural ingredients, pioneering cosmetics industry figure Anita Roddick established The Body Shop in 1976 (The Body Shop, 2017). The Body Shop has received a lot of praise for its thoughtful gifts and its capacity to foster relationships with nearby companies, consumers and employees.
This company's stance to using any items that have undergone animal testing is only one of several unique selling points. It has been stated that the firm currently produces over 500 distinct cosmetic and personal care items (Bhasin, 2016). Products for both men and women's baths, as well as coloured cosmetics, are among the company's best-selling items. 
[bookmark: _Toc171073706]Pestle analysis
To gain a deeper understanding of the external factors that influence a company, one might utilise the PESTLE analysis. Government, economy, society, technology and law, all contribute to these problems. The application of this paradigm makes it beneficial for senior managers and HR experts when making future decisions.
There are several advantages:
The structure is simple and easy to understand.
This may lead to a more comprehensive understanding of the corporate environment.
It promotes an external focus on problems, innovation, critical thinking and strategy.
The capacity of a corporation to anticipate future hazards and develop strategies to minimise their impact, is a crucial distinguishing factor.
One drawback of PESTLE analysis is the potential for erroneous data to be easily utilised. Another danger arises when individuals periodically oversimplify the choices they make.
The probability of experiencing "paralysis by analysis" is higher when there is an excessive amount of data being collected.
The pace of change is making it difficult to predict the future ramifications for companies.
The efficacy of the medication relies on its regular and uninterrupted use (CIPD, 2024).
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Political
The supply of raw materials that the corporation relies on is jeopardised due to political unrest and terrorist attacks on global trade. As a result, the company shifts its emphasis to the consumer goods industry. Adhering to all safety requirements is a major issue for the brand's area. To ensure the safety of its products, the corporation must adhere to many regulatory industrial requirements. The use of any chemicals in the production process required FDA authorisation, as pointed out by Cole (2019).

Economic 
From an economic perspective, a recent independent market analysis indicates that a significant segment of the population is apprehensive about human rights and environmental issues. The Body Shop is shifting into monopolistic competition because to its distinct "ethical, green, and natural" business model, which sets them apart from other cosmetics corporations that cater to a different socioeconomic level. This is a positive sign for their competitive advantage (Burns,2016).

Social
The Body Shop utilises its enormous worldwide supply network to drive demand. This method allows the organisation to use the expertise of rural professionals such as farmers and traditional craftspeople, while still maintaining convenient access to high-quality raw materials. This data enables the creation of products that are of superior quality, efficient and focused on excellence. As a result of changing customer preferences, the demand for cosmetics has increased dramatically. Today's consumers are willing to pay a premium for cosmetics that are free of potentially dangerous substances. Salons that specialise in hair removal and styling, nail salons, medical spas and other similar businesses have recently opened, which has increased the demand for the brand (Li,2010).
The Body Shop has demonstrated exceptional commitment to serving its varied client base by providing a wide range of body butter flavours to meet the growing array of ethnic preferences and expectations.
Due to the prevalence of the digital age, information technology has become essential for both businesses and individuals. By leveraging technology, The Body Shop successfully expanded its global consumer base and marketed its ethically driven goods. Advancements in contemporary information and communication technology have facilitated the actualization of this possibility.

Technology
An analysis of The Body Shop's operations includes the tasks of keeping the website current and regularly sending push emails to subscribers. These emails serve to inform subscribers about newsletters and specials. The Body Shop has experienced growth in its consumer base, in terms of quantity and diversity, due to advancements in technology. The advent of the internet has revolutionised many aspects of technological life. These days, anyone may purchase a cosmetic item online. Farooq and Raju (2019) state that in the era of transformative marketing, businesses are required to improve customer service by upgrading their technology.

Legal
Due to its extensive worldwide supply chain, The Body Shop is required to adhere to regulations that vary not just between different countries but also across different product categories. Companies such as The Body Shop are under growing pressure to adapt to shifting market conditions and operational risks due to stricter regulations imposed by certain governments, including the UK, regarding labour unions (strategic,2020).

Environmental
The dependability of environmental raw material supply will be affected by climate change and global warming, posing a threat to operational risk factors such as the level of uncertainty. Timely delivery of superior raw materials is essential for the smooth functioning of The Body Shop's operations, which are in turn facilitated by its suppliers. If the supply fails to meet the demand, it will harm the company's reputation, and disgruntled consumers will stop buying from them. The Body Shop's primary objective is to promote awareness on the necessity of environmental conservation by advocating for the wider adoption of eco-friendly products (Li,2010).
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When discussing a specific organisation, the term "stakeholder" is employed to describe any person, group or entity that is either directly or indirectly impacted by that organisation.
Many different groups and individuals have a vested interest in the success of businesses. These include citizens, employees, customers, investors, suppliers, communities, governments and the environment. Companies also need to protect the environment. Considering the environment is important since it is another stakeholder example. When it comes to corporations, there are two categories of participants: shareholders and stockholders. In a corporation, the original owners are the shareholders (watch, 2024).
Two components of the firm's overall strategy that are considered within the framework of stakeholder engagement are community relations and outreach.
The term "community relations" as used in this discussion means establishing connections with local communities in a way that benefits both sides. Each party benefits from these connections. Engaging in community relations, which can contribute to increased value, necessitates the involvement of several stakeholders. In order to get the outcomes you want, your involvement is crucial (watch, 2024).
Managing community relations and interacting with many stakeholders is often the purview of the marketing department.
The job of overseeing all endeavours within the framework of CSR and corporate citizenship is being increasingly assumed by marketing departments. In recent years, this strategy has gained traction in many marketing departments (watch, 2024).
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The Body Shop initiated a program of ethical audits to ensure that the company was being honest and straightforward with its consumers and partners. All of this includes:
At its Littlehampton headquarters and across the whole United Kingdom, The Body Shop employs 2,500 direct people. A diversified workforce, stable employment, competitive pay, room for advancement and access to continuing education and training would all be desirable workplace characteristics. A secure and healthy workplace free from gender, racial, religious or sexual orientation discrimination is guaranteed to all employees. To keep everyone happy, the company's higher management must follow a certain protocol. 
Managers have it tough since stakeholders' goals could shift over time due to fluctuations in the firm's performance.
Franchising has allowed The Body Shop to open stores in countless countries. Out of 1,500 locations, 1,300 are franchisees, while the corporation may have some control over a few. The outcome over the past 20 years has been the company's amazing growth. Franchisees have several benefits, including the chance to use the company's livery, access to training and support and the ability to confidently purchase supplies. In addition to having a financial stake in their businesses, franchisees rely on them for revenue (Mintel,2018).
The 52-week sale at The Body Shop finished on February 28, 1997, with 87 million customers having shopped there. A customer buys something from The Body Shop every 0.4 seconds. 
In 1990, The Body Shop was the pioneer in proposing product stewardship to evaluate the reliability of ingredient suppliers. It assigns a star rating to each supplier based on their dedication to water management, environmental management and audits and minimising the ecological impact caused by the production of ingredients and packaging. The Body Shop has started communicating standards and best practices to its suppliers to help them.
Of the twenty-five suppliers in this category, thirteen are economically challenged (as of May 1997). Among these are Bangladesh, Ghana, and Brazil. Money and stuff, according to The Body Shop, aren't enough to seal the deal. Its goal is to get its components and accessories directly from producer groups who are economically and socially disadvantaged to encourage sustainable growth and assist them in building livelihoods. The objective of creating long-term economic links is to work with local communities instead than exploiting them.
Legally speaking, The Body Shop's owners are the shareholders; the company is a public limited company. In the stock market, both people and businesses invest with the expectation of a return.
The major concern for shareholders is the stock price. The value of a corporation might drop by several million pounds if its stock price crashes. At the Annual General Meeting, shareholders who are unhappy with the company's performance can remove the Board of Directors from office (Bewick,2016).
No matter how big or little a company is, it is still an integral component of the communities and economies in which it works. The Body Shop is the number two employer in Littlehampton, which has a higher-than-average unemployment rate. There is a strong emphasis on creating job possibilities inside the community. Volunteering is rewarded with paid time off.
From an ecological management perspective, The Body Shop vehemently rejects the use of items that have been tested on animals. What The Body Shop manages to achieve in these instances will be of interest to everyone concerned. They may have divergent goals and use distinct metrics for success, which might lead to tensions with other stakeholder groups (Business, 2024).
[bookmark: _Toc171073710]Conclusion 

When it comes to businesses that prioritise ethics, sustainability and the use of all-natural materials, look no further than The Body Shop. The company's goal is to differentiate itself from competitors by offering natural products that are in accordance with ethical values, to become a pioneer in the field of environmental preservation and to gain the confidence and satisfaction of consumers. All these characteristics are crucial for the company's future growth and beauty market supremacy.
Thanks to the fast development of ICT, The Body Shop has been able to accomplish its business goals, which include promoting human rights and protecting the environment. By utilising social media, the firm may expand its audience and raise awareness of its brand.
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