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Introduction 

The Body Shop company started in 1976 by Dame Anita Roddick, and her belief in something incredible, that business shapes the world. It is capable of changing society in almost any way you can imagine (Dame Anita Roddick 1976) 

What sets The Body Shop apart is their unwavering commitment to sustainability and cruelty – free beauty. (Kopot, C and reed 2022) They believe that beauty should not come at the expense of the planet or its inhabitants. That’s why they source their ingredients responsibly, ensuring that they are ethically and sustainably produced. They also advocate against animal testing and have been instrumental in pushing for global bans on such practices. 

But The Body Shops impact goes beyond their products. they have been at the forefront of numerous campaigns and initiatives, fighting for human rights, environmental protection, and social justice. 
From their “Forever Against Animal Testing” (Anita Roddick 1976) campaign to their work with local communities around the world, they have consistently used their platform to make a positive difference, they try to target “consumers who are whiling to pay more for environmentally friendly products.” (Laroche, M Bergeron 2001)

Their product range is diverse, catering to various skincare, makeup, haircare and body care needs. Its “greening supply chains” (wycherley 1999) Whether you’re looking for nourishing body butters, refreshing face masks, or vibrant makeup, and the best part is that you can enjoy all these products guilt-free, knowing that they are created with love and respect for people, animals and the planet they have a “customer loyalty towards an integrated conceptual framework.” (Dick, A.S and Busu, K.)

However, the situation on the Body Shop as of today is that JDM Retail founder and chief executive Jonathan De Mello, it has quite the challenge on its hands to get itself back on stable financial footing and on equal ground with its competitors. 

De Mello is confident The Body Shop will survive they just need to take the brand “back to what made it different in the first place” (De Mello 2024)  






Findings



Pestle analysis is a strategic tool used by organizations to understand and analyze the external macro – environmental factors that can impact their operations. PESTLE stands for Political, Economic, Social, Technological, Legal, and Environmental factors. Here are the advantages and disadvantages of conducting a PESTLE analysis. 

Advantages analysis provides a comprehensive understanding of the external environment by considering various factors that can influence the organization. 

Risk Assessment, it helps in identifying potential risks and opportunities arising from external factors, enabling organizations to develop strategies to mitigate risks and capitalize on opportunities. 

Support decision – making. By analyzing the external environment, organizations can make more informed decisions regarding future strategies investments, and operations.

Strategic Planning. PESTLE analysis helps in strategic planning by aligning organizational strategies with external environmental factors, ensuring that the business is prepared for potential changes. 

Competitive advantages. Understanding external factors through a PESTLE analysis can give organizations a competitive advantage by being proactive in responding to change in the environment.

Disadvantages. Conducting a PESTLE analysis can be complex and time consuming, requiring resources and expertise to gather and analyze relevant data. 

Uncertainty. External factors are dynamic and constantly changing, making it challenging to predict the impact of these factors accurately.

Overwhelming data. It can be overwhelming to gather data on all PESTLE factors, leading to information overload and difficulty in prioritizing key factors. 

Subjectivity. The analysis may be subjective based on the interpretation of data, leading to potential biases in decision – making. 

Lack of Focus. Focusing too much on external factors may divert attention from internal factors that also influence the organizations performance. 

Overall, despite the disadvantages, a PESTLE analysis can be a valuable tool for organizations to assess the external environment and make informed strategic decisions to navigate challenges and capitalize on opportunities. 


Political regulations and policies regarding product safety and environmental sustainability can impact the Body Shop’s operations. 
Trade agreements and tariffs can affect the company’s supply chain and costs.
Political stability in countries where The Body Shop operates can influence its expansion plans. 

Economic trends such as recessions or expansions can impact consumer spending on cosmetics and skincare products. 
Currency exchange rates can affect the company’s profitability, especially in international markets. 
Income levels and disposable income of consumers can influence purchasing decisions. 

Social increasing consumer awareness and demand for ethically sourced, cruelty-free, and environmentally friendly products benefit The Body Shop’s brand image. 
Changing consumer preferences towards natural and organic products can drive sales growth.
Demographic shifts and lifestyle changes may impact the target market and product offerings of The Body Shop. 

Technological advancements in technology influence the development of new products, such as innovative formulations or packaging.  Technology plays a big role in the improving operational efficiency, supply chain management, and customer service. 

Legal compliance with regulations related to product labeling, ingredients, and advertising is essential for The Body Shop to avoid legal issues. 
Employment laws and regulations regarding labor practices can affect the company’s operations and reputation. 

Environmental growing concerns about sustainability and environmental impact of the beauty products can drive The Body Shop to focus on eco-friendly practices. 
Climate changing may affect raw material sourcing and supply chain logistics. 
The Body Shop’s commitment to sustainability and biodiversity conservation can attract environmentally conscious consumers. 

This PESTLE analysis provides insights into the external factors that may impact The Body Shop’s business operations, strategies, and performances. 

A Stakeholder analysis is a method used to identify and evaluate the interests, influence, and impact of various stakeholders involved in a project, organization, or decision-making process. Here are the advantages and disadvantages of conducting a stakeholder analysis
Clarity on Stakeholder Priorities Helps in understanding the needs, expectations, and priorities of stakeholders. Better Decision-Making enables organizations to make informed decisions that consider the perspectives and interests of all stakeholders. Enhanced Communication Facilitates improved communication between the organization and its stakeholders leading to stronger relationships. Management Identifies potential risks early on by recognizing stakeholders who may oppose or disrupt the project. Support and Engagement Increases stakeholder engagement and support by addressing their concerns and involving them in the decision-making process. Disadvantages. Time-Consuming Conducting a stakeholder analysis can be a time-intensive process, especially for large organizations or complex projects. Subjectivity there can be biases in identifying and analysing stakeholders which may impact the accuracy of the assessment. Resource Intensive It may require resources such as expertise, tools, and technology to conduct a thorough stakeholder analysis. Resistance Some stakeholders may resist being analysed or categorized, leading to potential conflicts or challenges in the process. Dynamic Nature Stakeholder interests and influence can evolve over time, making it challenging to keep the analysis up-to-date and relevant. Overall, the advantages of stakeholder analysis, such as improved decision-making and stakeholder engagement, often outweighs the disadvantages when conducted effectively and with a focus on collaboration and communication.  


The completed stakeholder analysis for Greenify Primary Stakeholders Employees, Key stakeholders as they are directly involved in the daily operations and success of Greenify Co. – Customers Essential stakeholders as they drive revenue and provide feedback on products and sustainability practices.
Shareholders, Vital stakeholders with a vested interest in the financial performance and growth of Greenify Co.  Secondary Stakeholders: - Suppliers: Provide raw materials and resources crucial for Greenify Co.'s production processes. Environmental NGOs Have an interest in Greenify Co.'s commitment to sustainability and eco-friendly practices. 
Tertiary Stakeholders, Local Communities Affected by Greenify Co.'s operations, such as waste management and emissions. Government Agencies Regulate and monitor Greenify Co.'s compliance with environmental regulations and standards. It is important for Greenify Co. to engage with and consider the perspectives of each stakeholder group to ensure long-term sustainability and success.


In Conclusion, The Body Shop needs adapting to external factors, by staying true to its values, maintaining a strong brand image, and embracing innovation, and staying compliant with regulations while also responding to changing consumer demands to ensure long-term success in the competitive market.

One of the innovation solutions of The Body Shop can considers leveraging advanced techno to personalize the customer experience. 
Another innovation solution us that The Body Shop can consider is the implementation of sustainable packaging solutions. They can explore using biodegradable materials, refillable containers, or packaging made from recycled materials to reduce their environmental impact and appeal to eco-conscious consumers. This initiative would align with The Body Shop’s core values.


Also, The Body Shop should invest in improving its online platform, e-commerce capabilities, and digital marketing strategies to reach a wider audience and capitalize on the growing trend of online shopping. By offering a seamless and engaging online shopping experience, The Body Shop can attract more customers and drive sales. 
They can also expand sustainable practices, building on its existing commitment to sustainability, The Body Shop could further enhance its environmental efforts by implementing more sustainable packaging solutions, sourcing ingredients ethically, and reducing its carbon footprint across the supply chain. By strengthens its sustainability initiatives, The Body Shop can appeal to eco-conscious consumers and differentiate itself in the market.































References:








Wycherley,I (1999)


Roddick,A (1991

Roddick, A (1976)

Laroche, M Bergeron, J (2001)

Kopot C ( 2022) 

Dick, A.S and Basu, K. (1994) 













