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Introduction

Established in 1976 by Anita Roddick, The Body Shop is a cosmetics store that started small. Sustainable practices and being environmentally friendly wherever possible have always been important to The Bodyshop. The brand's unique selling proposition, which piqued customers' interest and allowed the business to grow, was its line of cruelty-free goods and its guiding principles and ethics. Several events that have prevented The Bodyshop from continuing to provide a unique service at a cost affordable for customers have contributed to the brand's decline. A further departure from the brand's original core values occurred in 2006 when the company was sold to L'Oreal, a beauty giant (Elkins, 2024). As a result of high production costs and low sales, The Bodyshop's profitability has drastically decreased, and the company is currently in administration. Because of this, its turnover fell by nearly a fifth in 2022, resulting in a £71 million loss (PA News Agency, 2024). It is currently unclear what The Bodyshop's future holds. Still, to overcome serious sales challenges and secure continued expansion, it must adjust to the changing beauty industry and compete with up-and-coming, agile beauty brands in emerging markets while preserving its sustainable and ethical brand.
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Business experts evaluate an organization's external factors (political, economic, social, technological, legal, and environmental) using a PESTLE analysis. It helps with planning, risk management, and efficient opportunity and change management. It is also a tool that companies can use as they adapt to these changes. One of a PESTLE analysis's primary drawbacks is how quickly the variables it considers can change. For example, the rapid pace of change makes it more difficult to predict future events that may impact an organization (CIPD, 2021).
Social media platforms and other technologies can quickly become outdated because technology is changing so quickly. This could lead to problems with digital marketing and targeted advertisements. Since the way these platforms are used has changed significantly, it is very difficult to predict changes in PESTLE factors, which can lead to inadequate business plans. Many users have switched to Tik Tok from Facebook apps. 

The wide range of influences that a PESTLE analysis takes into account when creating strategic business plans is one of its greatest advantages. PESTLE is a particularly helpful technique When creating a strategic business plan that methodically considers both internal and external influences on the company (Vanzandt, 2023). This is perfect for The Bodyshop because, as mentioned, there are many internal and external factors that contributed to the company's demise. Whether political (e.g. sustainability laws introduced) or technological (leverage of statistics on social media usage for digital marketing), it is important to consider several factors when creating a business plan to achieve growth.
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A company's performance in a country is determined by the level of political certainty or volatility, which is why political factors have an impact on business. The turmoil surrounding Brexit has affected numerous businesses in the UK, including The Body Shop. Because the company believed that Germany offered a more favourable political environment than the United Kingdom, it had decided to relocate parts of its operations there (Smith, 2019).
It was expected that workers would have to be laid off as a result of this relocation. The unrest in Ukraine, which affected numerous companies across Europe, was another factor causing business disruption on the continent. The Body Shop had to respond to the crisis by stopping supplies to its Russian franchisees and attempting to donate £700,000 to those affected by the conflict in Ukraine (Skeldon, 2022). 
Economic Factors: According to Smith (2022), rising inflation was a major cause of the company's decline in sales. The skin care and beauty business has been losing money due to the negative impact of high inflation on consumer spending. To make matters worse, the war in Ukraine has increased the cost of managing the supply chain. But despite these difficulties, The Body Shop was able to respond wisely and help the victims of the crisis through donations and support. 
Social factors are things like fads, customer preferences and tastes, and other things that impact a customer's choice, which in turn impacts a business. To appeal to those who support such practices, The Body Shop has positioned itself as a company that offers cruelty-free products to its customers (The Body Shop, 2021). The company was able to integrate this concept into the basis of its business operations. Consumer demand for natural products has created growth opportunities for The Body Shop, and this has further propelled the company's business with an increased focus on personal care. The company also offers its customers a loyalty program, recognizing the value of customer loyalty in the skin care and cosmetics sector. 
Technical aspects: An essential part of many skin care and cosmetics companies’ operations is social media marketing. Inclusive marketing is being used by The Body Shop to drive its growth as the company has recognized the potential of social media for customer engagement. Over and beyond.
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The aim of a stakeholder analysis is to list the key players and their needs at the beginning of the project. Comprehending the needs and expectations of all stakeholders is crucial, especially when they clash with each other or with the project's core requirements. The stakeholder analysis will list the needs and expectations of each stakeholder for the project, along with important contacts you should stay in touch with, topics you should update them on as the project advances, and how often you should communicate with each stakeholder. In (Hoory et al., 2024) 
Better decision-making, improved communication, risk management, greater buy-in and support, resource allocation, and conflict resolution are some advantages and disadvantages. Time-consuming, complex, and subjective, there is an excessive focus on influential stakeholders, there is a chance of conflict, and stakeholders are dynamic. 
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It becomes as easy as comparing profit levels to targets and forecasts to evaluate the performance of the company. Although The Body Shop's owner's primary goal is to maximize their wealth, the company has been leading the charge among an increasing number of businesses that understand that different social groups have an interest in its success. Priorities may vary among these various groups, or stakeholders. Their expectations may impact how a company sets its goals and works to attain them, and the way business operates may have an impact on them. (Business Case Studies, 2024)

Adopting a progressive dividend policy and cultivating relationships with current and potential shareholders were pledged to the shareholders. They could maximize their interest while balancing the requirements of other stakeholders. 
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The Body Shop can gain a lot from a PESTLE analysis by learning more about the outside forces influencing its business and strategy. To ensure a thorough and well-rounded approach to strategic planning, it should be utilized in concert with other analytical tools. To get the most out of it, it is imperative that the analysis is interpreted carefully and also is relevant to the current time. Understanding and controlling the interests and sway of different parties involved in or impacted by a project or decision can be accomplished with the help of stakeholder analysis. It can result in better risk management, more informed decision-making, and increased support for initiatives. To avoid potential negatives like subjectivity, complexity, and the possibility of conflict, it must be managed carefully. 
A balanced approach and frequent updates are necessary to optimize the advantages of stakeholder analysis. Taking into account a fresh marketing perspective such as: AI and machine learning applications, Blockchain as a Tool for Openness, Platforms for Engaging Stakeholders, Augmented and virtual reality (VR/AR), Crowdsourcing for Input from Stakeholders, Analytics for Big Data, Integrating ESG and Sustainability, Tools for Automated Communication, planning scenarios and simulating them, Cultural Sensitivity and Diversity Training.
The Body Shop needs to conduct a stakeholder analysis in order to stay true to its values of sustainability and ethical business practices while negotiating the challenges presented by the complex beauty and personal care sector. The Body Shop can improve its reputation as a brand, encourage customer loyalty, and promote long-term success by comprehending and addressing the needs and concerns of its varied stakeholders. To maintain continuous participation and strike a balance among the many interests, the process must be carefully managed. 
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1. Focusing on digital marketing and e-commerce sales could be an ideal tactic which would help The Bodyshop rebuild its image and getting their products back into the homes of consumers. The Body Shop saw an increase in sales during the pandemic as more people indulged themselves at home, but after the cost of living crisis, demand declined. (2023) Hooker and Masud. Without the high cost of in person shops and business rates, focusing on online sales will have less overheads and a greater profitability. 

2. Rebuilding brand awareness through partnerships may be a tactic that guarantees evolution and accountability in the cutthroat market of today. The Body Shop's current problems are a result of customers switching to less expensive stores and eschewing ethical and sustainable claims in favour of lower costs and better value. As stated by (Hooder and Masud in 2023). By using popular influencers who are aligned with The Body Shops values to promote The Bodyshop on social media, it could potentially attract new customers as well as retain previous customers. 
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