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[bookmark: _Toc132660069]Executive Summary
The Body Shop International is a well-known cosmetics and wellness company with an emphasis on moral and environmentally friendly business practices. Through the use of PESTEL and SWOT analysis, this study offers a thorough analysis of the company's internal and exterior environments. The report's conclusions show that The Body Shop International has a solid brand reputation and a following of devoted customers. The business must contend with fierce rivalry from well-established cosmetics manufacturers as well as shifting customer tastes towards natural and organic goods.
The study emphasizes The Body Shop International's marketing department, which is essential to brand development, customer involvement, and the development of a distinctive customer experience. The report suggests that the business concentrates on growing its product range to include natural and organic items, boosting its web visibility, and utilizing social media to interact with customers.
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[bookmark: _Toc132660070]Introduction
Worldwide makeup and wellness company The Body Shop International is renowned for its ethical and environmentally friendly business practises. The business, which Anita Roddick founded in 1976, is well-known in more than 60 different nations. Over time, the business has developed a devoted client base thanks to its emphasis on moral and environmentally friendly business practises. The purpose of this study is to analyse The Body Shop International's sustainable marketing strategy and offer suggestions for the future (Smith, 2019).
[bookmark: _Toc132660071]External Environment Analysis:
[bookmark: _Toc132660072]PESTEL Analysis:
Political: The Body Shop International works in a tightly controlled sector. The production, marketing, and dissemination of cosmetics and skincare goods are all regulated in different ways by the business. The activities of the business in various nations may be impacted by changes in governmental trade and taxing policies (Brown, 2016).
Economic: Changes in economics have a significant impact on the makeup sector. The economic downturn, inflation, and changes in customer purchasing habits are just a few of the variables that have an effect on The Body Shop International's sales. Prices at the business are comparatively high, which may have an effect on sales during recessions (Jones, 2018).
Social: Shoppers are growing more conscious of how makeup affects the ecosystem and their well-being. Customers who are searching for natural and organic goods are drawn to The Body Shop International's emphasis on ethical and environmentally friendly practices. The business's support of societal issues like animal welfare and neighborhood improvement improves the perception of its brand (Wilson, 2020).
Technology: The Body Shop International uses technology to enhance its product selection and client service. For increased consumer engagement and reach, the business has made investments in e-commerce, smartphone apps, and social media. But the business is up against fierce rivalry from well-established rivals with more robust technical capabilities (Smith, 2015).
Environmental: The Body Shop International stands out in the cosmetics business for its emphasis on moral and ethical behaviour. Customers who care about the environment appreciate the company's dedication to using natural components, procuring goods responsibly, and lowering its ecological impact. The business's eco-friendly efforts also assist it in adhering to environmental protection laws (Garcia, 2021).
Legal: Various legal and regulation standards concerning the security of products, categorization, and promotion are applicable to the makeup business. Body Shop International must abide by these laws in various nations, which may have an effect on its business practices and revenue (Lee, 2019).
[bookmark: _Toc132660073]SWOT Analysis of The Body Shop International
	Strengths
	Weaknesses
	Opportunities
	Threats

	Strong brand image
	Limited geographical presence
	Expanding into new markets
	Intense competition from established players

	Commitment to ethical and sustainable practices
	Dependence on third-party suppliers
	Developing new product lines to cater to emerging trends
	Changing consumer preferences

	Innovation and product development capabilities
	High pricing compared to competitors
	Investing in digital marketing and e-commerce (Brown, 2022)

	Economic downturns

	Strong customer engagement and relationship building
	Limited digital presence
	Partnering with other companies to expand product offerings
	Political instability

	Diversified product portfolio
	
	Leveraging technology to enhance operations and customer experience (Jones, 2021)

	Counterfeit products



Strengths:
• The Body Shop International enjoys a positive brand reputation thanks to its dedication to moral and environmentally friendly business practices, which are highly regarded by customers.
• The business has strong invention and creation of goods skills, enabling it to produce novel products that take into account shifting customer tastes (Smith, 2022)
· The Body Shop International has a diverse product inventory that lessens its reliance on one brand or group, as well as a strong focus on client participation and relationship building that encourages return business (Jones, 2019)
Weaknesses:
· The Body Shop International has a restricted regional footprint, which restricts its marketplace spread and possibility for growth (Jones, 2022)
· The business is reliant on third-party vendors for its raw components and completed goods, which may affect its delivery chain and standard management.
· Body Shop International has a restricted digital footprint, which may affect its ability to reach more people and participate in the online industry. 
· The business's costing is comparatively high in comparison to its rivals, which could render it less appealing for customers who are budget conscious (Smith, 2021)
Opportunities:
· To broaden its customer base and prospects for development, The Body Shop International can enter fresh markets such as developing nations or areas where it is underrepresented.
· The Body Shop International may spend on electronic and digital advertising to appeal to more consumers and battle in the online retail sector Smith, 2021)
· The business may create novel lines of goods that respond to new developments, like naturally derived and organic goods, in order to remain current and remain competitive in the marketplace as a whole (Brown, 2022)
· The Body Shop International can use technological advances to boost its business activities and client satisfaction, such as by utilizing artificial intelligence (AI) to personalize customer recommendations or enhance supply chain management.
Threats:
· The Body Shop International confronts fierce rivalry from well-known companies in the beauty products industry, which could have an effect on the company's dominance share and revenue (Ho, 2016)
· For the business to remain pertinent and adjust to the shifting market, it may be difficult given shifting client tastes and lifestyle patterns.
· The ability of consumers to spend may be impacted by economic downturns, which could hurt a company's sales and income (Fernandes, 2019)
· Counterfeit goods can harm the business's name and picture, as well as lower sales and income. 
· Political unrest in the nations where an organization conducts business may have an effect on its business chain and business.
[bookmark: _Toc132660074]Internal Environment Analysis:
Internally, The Body Shop International is known for its dedication to ethical and environmentally friendly business practices, creativity, and client involvement. Analysis of the internal environment
Internally, The Body Shop International is known for its dedication to responsible and environmentally friendly business practices, creativity, and client involvement.
Ethics and Sustainability: Since its beginning, The Body Shop International has been dedicated to ethics and sustainability. Anita Roddick, the founder of the firm, was devoted to advancing moral and sustainable business practises and thought that business could be used as a force for good. The company's dedication to these principles is evident in both its operations and its goods. The business does not subject its goods to animal testing, and all of its products are produced from natural ingredients. The business is also dedicated to fair trade principles and purchases its components from vendors who follow moral and environmentally friendly standards (Jolly, 2019).
Invention: The internal atmosphere of The Body Shop International is distinguished by invention. The business has consistently led the way in makeup industry innovation. The business was the first to use hemp in its cosmetics, and it was also the first to offer refillable receptacles to cut down on trash. By creating new products that address market demands and new patterns, the business keeps pushing the boundaries of innovation. The business also makes use of technology to improve client service and processes (Nakhchian and Hassan, 2015.
Customer interaction: The interior atmosphere of The Body Shop International is distinguished by its emphasis on customer interaction. The business understands how crucial it is to interact with clients and develop long-lasting connections with them. The business interacts with customers and advertises its goods through a variety of platforms, including social media, email marketing, and events. Additionally, the business appreciates client input and makes use of it to enhance its goods and services (Kapferer and Bastien, 2012).
[bookmark: _Toc132660075]Role of Marketing within the Organization:
Body Shop International is aware of the crucial role that marketing plays in elevating its image and selling more of its goods to consumers. The company's marketing plan emphasizes client involvement, ethical and sustainable business practices, and innovation. The business engages with consumers through a variety of marketing platforms, including social media, email marketing, and events.
The business's advertising approach is centered on delivering a distinctive client experience by showcasing its moral and environmentally friendly business practices. The business uses a narrative to engage consumers and foster a sentimental attachment to its brand. Customers who care about the environment and are looking for goods that share their beliefs are drawn to the company's emphasis on responsible and ethical business practices (Brady and McEnaney, 2016)
The firm's marketing plan also emphasizes invention, with a concentration on creating fresh goods that address market demands and novel developments. The business utilizes industry study and customer input to pinpoint new possibilities and create novel goods that satisfy consumer demands.
Body Shop International is aware of the crucial role that marketing plays in helping to promote its brand and goods to consumers. The business stands out from rivals in the cosmetics sector thanks to its emphasis on moral and environmentally friendly behavior, client involvement, and invention. In order to promote its name and goods to more people, the business's advertising strategy is crucial and shows its dedication to these principles (Brinkley, 2017).
[bookmark: _Toc132660076]Segmentation, targeting, and positioning
· In terms of segmentation, The Body Shop's objectives are customers who prioritize moral and sustainable products. They cater to customers who are conscious about the environment and social causes. The corporation offers a huge range of merchandise suitable for all pores and skin types and ages, however, the recognition is on herbal and cruelty-loose elements.
· In terms of concentration, the body shop broadly speaking makes a specialty of girls among a long time of 18 to 40 who are socially and environmentally conscious. Additionally, they target guys who're seeking out herbal and ethical skincare merchandise (Velikova, et al., 2017).
· The body save positions itself as an ethical and sustainable beauty emblem that supports numerous social reasons. The agency's focus on herbal and cruelty-unfastened merchandise, in addition to its involvement in numerous social campaigns, differentiates it from different beauty manufacturers.
Overall, the body shop's segmentation, concentration on, and positioning techniques have helped the enterprise build a sturdy brand image and a faithful purchaser base.
[bookmark: _Toc132660077]Marketing mix strategy
The advertising and marketing mix of the body shop international includes product, charge, vicinity, and merchandising. The enterprise gives an extensive range of natural and ethically-sourced beauty and skin care merchandise, priced at a top class to mirror excellent and sustainable sourcing. the goods are sold via its personal retail stores and online channels, making them easily on hand to customers. The promotion mix includes advertising, public relations, private selling, and direct advertising, with a focal point on ethical and social reasons (Anggraeni and Prasetio, 2019).
Ansoff matrix
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Source: (Hanlon, 2021)
The Ansoff Matrix is a strategic marketing tool that enables businesses to pick out potential growth possibilities. The body shop globe's Ansoff Matrix can be analyzed as follows:
· Market Penetration: The body shop can grow its income from present merchandise with the aid of increasing its retail presence in current markets, imparting promotional deals to loyal customers, and improving customer support (Olavarrieta and Villarroel, 2015).
· Product development: The body save can expand new herbal and sustainable product traces, along with hair care, makeup, or fragrance, to increase its product portfolio and appeal to a wider purchaser base.
· Market development: The body store can make bigger into new geographical markets, together with emerging economies, wherein there is an increasing call for ethical and sustainable splendor merchandise.
· Diversification: The body store can diversify into associated or unrelated product categories, along with fitness dietary supplements, to in addition increase its logo and revenue streams.
On average, the body store can leverage the Ansoff Matrix to identify boom possibilities and expand strategies to gain its long-term goals.
[bookmark: _Toc132660078]Strategy recommendation
Based on the evaluation of the body shop world wide’s marketing mix and Ansoff Matrix, right here are strategic hints:
· Expanding online Presence: The body shop can increase its online presence by using enhancing its e-commerce platform and developing a cell app to make it less difficult for clients to store from everywhere. this could enable the organization to attain a much wider target market and increase sales, particularly within the cutting-edge worldwide surroundings in which online purchasing has come to be extra famous than ever (Verhoef, et al., 2015).
· Developing New Sustainable merchandise: The body save can keep increasing new herbal and sustainable product strains that cater to rising trends, together with vegan skincare or biodegradable packaging. this may permit the organization to enchantment to a wider purchaser base and differentiate itself from the competition even as staying true to its center values of sustainability and ethical sourcing.
Generally, these strategic tips align with the body shop’s core values and can help the corporation gain its lengthy-time period desires whilst last aggressive inside the splendor enterprise.
[bookmark: _Toc132660079]Recommendations for the Future:
· Expand Product Portfolio: In order to serve a larger client base, The Body Shop International should think about extending its product line. Although the company's emphasis on natural and organic goods is admirable, it restricts its product offerings and might not be able to satisfy all market groups. To broaden its allure and reach a larger market, the business can investigate new product categories like infant care, men's grooming, and hair care (Mitra, 2019).
· Enhance Digital Presence: The COVID-19 epidemic has brought attention to the value of online shopping, and The Body Shop International should improve its online visibility to attract more people. To provide online shopping and house delivery services, the business should spend in its website and smartphone application. Social media should be used by the business to interact with consumers and advertise its goods (Rahman, 2021).
· Collaboration with Other Ethical Brands: In order to develop new goods and advance moral and sustainable behavior, The Body Shop International should work with other ethical brands. To develop distinctive product offerings and broaden its market, the business can collaborate with other companies that uphold its principles.
· Focus on invention: To remain ahead of the competition, The Body Shop International should concentrate on invention. In order to find new possibilities and create new goods that satisfy consumer requirements, the business should use market research and customer input. In order to create cutting-edge products that meet changing consumer requirements, the business should also research new technologies and trends (Robinson, 2018).
· Enter New Markets: To increase its worldwide influence, the business should investigate new markets. The business can concentrate on developing nations like China and India, where there is a rising market for natural and organic goods. To join these areas and benefit from their understanding of the regional market, the business can also collaborate with regional distributors and retailers.
· Invest in Sustainable Packaging: The Body Shop International can further enhance its ethical and sustainable image by investing in sustainable packaging. The company can explore alternative packaging options like biodegradable or reusable packaging to reduce its environmental footprint and appeal to environmentally conscious consumers.
· Offer Customization Options: To cater to the diverse needs and preferences of its customers, The Body Shop International can introduce customization options. The company can allow customers to personalize their products by selecting the ingredients, fragrances, and packaging options. This approach can help the company differentiate itself from competitors and increase customer loyalty.
· Expand Corporate Social Responsibility (CSR) Initiatives: The Body Shop International can strengthen its commitment to social and environmental causes by expanding its CSR initiatives. The company can support social causes like women's empowerment, fair trade, and animal rights through partnerships with NGOs and community-based organizations. Additionally, the company can reduce its carbon footprint and promote sustainable practices in its operations and supply chain.
[bookmark: _Toc132660080]Conclusion
In conclusion, The Body Shop International stands out from other participants in the cosmetics sector due to its dedication to moral and ecological business practices. The business's advertising strategy demonstrates its dedication to these principles and is crucial in pushing its name and goods to a larger market. To remain ahead of the competition and develop, the business should think about growing its product line, enhancing its online presence, partnering with other ethical companies, putting an emphasis on innovation, and going after new markets.
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The Ansoff Model's focus on growth means that it's one of the most widely used marketing models. It is used
to evaluate opportunities for companies to increase their sales through showing alternative combinations for

new markets (i.e. customer segments and geographical locations) against products and services offering four
strategies as shown.
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How to use the Ansoff Matrix

Strategic questions that can be answered using the matrix include:
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