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1. Introduction
The UK's business landscape has seen numerous companies grappling with financial instability, with many teetering on the brink of collapse or entering administration. Among these, The Body Shop a once iconic brand in the ethical beauty industry has faced significant challenges in maintaining its competitive edge. 
This report examines how innovation has influenced The Body Shop and how the company might have navigated market challenges innovatively. The report is separated into five topics - introduction, main body, recommendations, summary, and references. It provides an overview of the Body Shop's offerings, explains the significance of innovations for businesses in the ever-changing market, and highlights the company's impact from innovations. It also assesses the elements influencing The Body Shop's inability to innovate and maintain its market position by critically utilizing the SCAMPER model, an original method for problem-solving, and provides suggestions for creative strategies that companies may use to maintain their competitive edge.
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2. The Body Shop’s products and service offerings
For almost five decades, The Body Shop was a thriving British high-street retailer known for innovation, ethical practices, and its commitment to ethical practices, such as Community Fair Trade programs, and natural ingredients. Among its diverse range of products, the skincare line stands out as a cornerstone of its competitive edge. This line exemplifies the brand’s dedication to quality and sustainability and addresses a wide array of consumer needs, reinforcing its market position (The Body Shop, 2023).
The Body Shop’s skincare range is pivotal to its success, catering to various skin types and concerns. Products such as the Vitamin E Moisture Cream and Tea Tree Oil range have become iconic. The Vitamin E Moisture Cream is renowned for its hydrating and antioxidant properties. Vitamin E is a potent antioxidant that helps protect skin cells from damage caused by free radicals, environmental pollution, and UV radiation. This product line includes day and night creams, serums, and mists, all designed to provide intense hydration and maintain skin health. The widespread popularity of the Vitamin E range has made it a flagship product for the company, attracting a loyal customer base that values effective, natural skincare solutions (The Body Shop, 2023). 
Additionally, The Body Shop has been a pioneer in the fight against animal testing. It was one of the first major cosmetic companies to campaign against animal testing in the beauty industry, significantly shaping consumer perceptions and industry standards. Its campaigns, such as “Forever Against Animal Testing” and “Enrich Not Exploit,” resonate with consumers who prioritize ethical consumption. 
Operating within the personal care and cosmetics industry, the company's target customers are predominantly women aged 20-55, who are environmentally conscious and socially aware. The brand’s products and ethical stance appeal particularly to millennials and Gen Z consumers, who are more likely to support companies with strong social and environmental values (WordPress, 2014). 
[image: A close-up of a number

Description automatically generated]
(Source: WordPress, 2014)
During the late 20th century, The Body Shop was a market leader in driving the natural beauty trend. Its use of natural ingredients and environmentally friendly packaging resonated with a growing segment of consumers seeking alternatives to conventional beauty products laden with synthetic chemicals. The firm's focus was on experiential retailing, where stores were designed to educate consumers about product benefits and ethical issues, create a loyal customer base, and foster a community-oriented shopping experience. This approach was ahead of its time and influenced how beauty products were marketed and sold.
The Body Shop recorded a £408 million annual turnover for the year ending December 2022 (Figure 1), a decrease from £487 million in the year prior (Statista, 2023). When the findings were released, the company stated that the "tough and competitive retail environment," which was made worse by growing interest rates and inflation, the crisis caused by the high cost of living, and low consumer confidence, was the main cause of the losses (White, 2024).
Figure 1. Total revenue generated by The Body Shop worldwide from 2016 to 2022 (in million GBP).
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3. Influence of innovation on The Body Shop
Innovation “is the key factor to improve competitive advantages and economic performance” (Zhang et al., 2024, p.2) and plays a critical role in shaping the trajectory of each organization, offering both substantial benefits and significant challenges.

3.1. Positive Influence of Innovation
The Body Shop has consistently leveraged innovation to differentiate itself in the competitive beauty and skincare industry. One of the primary areas of innovation for The Body Shop has been its pioneering stance on ethical beauty. From its inception, the company adopted a strong ethical and environmental stance, promoting cruelty-free products and sustainable sourcing long before these practices became industry norms. This innovative approach not only attracted a loyal customer base but also set new standards within the industry, pushing competitors to follow suit (Warhurst, 2011).
Furthermore, The Body Shop’s product development has also been a testament to its innovative spirit. The introduction of community trade programs in the 1980s, for instance, was a groundbreaking initiative. By sourcing ingredients directly from small communities around the world, The Body Shop not only ensured high-quality raw materials but also supported sustainable development in these areas. This initiative enhanced the brand’s image and appeal, making it synonymous with ethical consumerism.
3.2. Negative Influence of Missed Innovation
However, The Body Shop has also faced challenges due to missed opportunities and delays in innovation. One significant setback occurred in the early 2000s when the company struggled to maintain its market position amid rising competition. Rivals like Lush and other ethical beauty brands began to emerge, often with more modern branding and innovative natural and organic beauty product lines. During this period, The Body Shop's failure to innovate quickly enough in terms of product offerings and brand refreshment led to a decline in market share and customer interest (Figure 2).
Another critical area where The Body Shop lagged was in digital innovation stimulated by the Covid 19. While the company eventually embraced e-commerce, it was slower compared to some of its competitors. This delay meant that it missed out on capitalizing early on the booming online retail trend, which could have bolstered the firm market presence and revenue during a crucial growth phase in the digital market (Thaichon et al., 2024). 
Moreover, while its ethical stance has always been a strong point, the brand has sometimes struggled to modernize its image and appeal to younger consumers. This has been particularly evident in the face of rapidly changing consumer preferences and the rise of social media influencers. The company's traditional marketing approaches have occasionally appeared outdated, leading to missed opportunities in connecting with the millennial and Gen Z demographics (Savanna, 2023). According to research by Consumer Edge (2024), The Body Shop’s sales have remained negative in each of the last three years, significantly behind those of peers and the wider Beauty Products industry. For instance, the sales of Rituals grew by 40% per year from 2021 to 2023.
Figure 2. The Body Shop's growth vs. competitors
[image: A graph of different colored lines

Description automatically generated]
(Source: Consumer Edge, 2024)
3.3. Innovative solution for The Body Shop by applying the SCAMPER model
The SCAMPER model (Figure 3), an acronym for Substitute, Combine, Adapt, Modify, Put to another use, Eliminate, and Reverse, is a creative thinking and problem-solving framework used to spark innovation and improve products or services. Generating ideas that emphasize new perspectives on current concepts could help the company navigate the challenges in the rapidly evolving market, sustain its market position, and drive growth (Chanda and Gupta, 2024). Applying each element of the SCAMPER model could help The Body Shop critically assess its innovation gaps and propose actionable solutions.
Figure 3. SCAMPER model
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· Substitute
The Body Shop did not effectively substitute outdated practices or products with modern alternatives that aligned with changing consumer preferences.
For instance, substituting synthetic ingredients with natural, organic alternatives could not only meet the increasing consumer demand (Figure 4) for clean beauty products but also differentiate The Body Shop from competitors relying on synthetic formulations. Replacing parabens and sulphates with natural preservatives and gentle cleansers can enhance product appeal and market share (Carballo, 2022) and is “targeting consumers who are very attentive to ingredient lists” (Ustymenko, 2023, p.13).
Figure 4. Dynamics of the natural cosmetics market in billions  
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Moreover, they could substitute their biodegradable or reusable packaging with packaging-free ones, taking a cue from its competitor Lush which opened its first packaging-free “Naked” store in the UK in 2018. That not only will attract eco-conscious consumers, but also will significantly reduce plastic waste, and resonate with the brand’s commitment to sustainability (De et al., 2023).
· Combine
The Body Shop struggled to combine different aspects of their business to create a holistic and innovative brand experience. For instance, their ethical stance was not consistently integrated with technological advancements in product development. Combining existing products or services can create new offerings that meet diverse consumer needs. 
The Body Shop could combine its skincare and wellness products to develop holistic beauty solutions. For example, integrating aromatherapy oils with skincare routines can enhance the overall user experience, promoting both physical and mental well-being. This approach can cater to the growing wellness market (Figure 5), providing consumers with multifunctional products that save time and deliver comprehensive benefits (Discover, 2023).
Figure 5. Size of the wellness market worldwide from 2017 to 2022, with a forecast to 2027
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· Adapt
Adaptation involves modifying existing products or processes to better fit the current market environment. The Body Shop can adapt to the digital transformation by enhancing its e-commerce platform and leveraging data analytics to understand consumer behaviour. Investing in artificial intelligence (AI) and augmented reality (AR) for personalized product recommendations and virtual try-ons can improve the online shopping experience, making it more interactive and user-friendly (Bialkova and Barr, 2022). Brands like Sephora, L’Oreal, and Maybelline use Virtual try-on platforms and in that way, they analyse user preferences, skin tone, and face traits to provide recommendations that are specific to each user.  In that way also, the customers are benefit from a risk-free exploration option, that promotes experimentation with various products without requiring a purchase, encouraging people to be creative and confident in their beauty choices.
Adapting to the rise of social media influencers and user-generated content can also amplify The Body Shop’s brand presence. By collaborating with influencers who align with the brand’s values and encouraging customers to share their experiences on social media, The Body Shop can build a community of loyal followers and increase brand advocacy (Ibáñez-Sánchez et al., 2022). The skin care industry has changed, becoming one of the most profitable segments of the beauty industry because of trends and changes that came from social media platforms like Instagram and TikTok (Dao, 2022).
· Modify
Modification entails changing aspects of existing products to enhance their value or appeal (Tidd and Bessant, 2020). The Body Shop could modify its product by including higher concentrations of active ingredients and providing more effective solutions for skincare concerns. For instance, increasing the percentage of vitamin C in serums can improve their efficacy in brightening the skin and reducing hyperpigmentation, making the products more attractive to consumers seeking visible results. 
Furthermore, modifying product lines to include more inclusive options can broaden The Body Shop’s customer base. Introducing a wider range of shades in makeup products and formulating skincare items suitable for diverse skin types can ensure that the brand caters to a global audience and promotes inclusivity (Alli, 2022).
· Put to Another Use
Exploring alternative uses for existing products can uncover new market opportunities. The Body Shop can repurpose its skincare products for additional benefits, such as using facial oils for hair care or body lotions as hand creams. Highlighting these versatile uses in marketing campaigns can attract consumers looking for multifunctional products that offer more value for money since they “satisfy a multitude of consumers’ preferences” (Kim et al., 2020). 
Figure 6. Customers’ preferences in buying cosmetics.
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Varying existing products to include multifunctional benefits, such as skincare products with built-in SPF, and expanding the organic product range would cater to current market trends. The growing trend of “signification” (which is a greater variety of product features and potential applications) is a result of customers' need for multifunctional solutions as they do more than just their fundamental functions; customers no longer want to pick between skincare and sun protection for instance, they want both in one simple step. Customers want to have additional benefits for the same money (Figure 6), “the more the better” (Ustymenko, 2023).
Additionally, The Body Shop could enter new market segments by repurposing its expertise in ethical beauty for other industries, such as eco-friendly home care products or sustainable fashion. Expanding its product range to include these categories can diversify revenue streams and strengthen the brand’s position as a leader in sustainability.
· Eliminate
Elimination involves removing elements that do not add value or hinder performance. The Body Shop could eliminate unnecessary chemicals and fillers from its product formulations to create cleaner, more effective skincare solutions. By focusing on essential, high-performing ingredients, the brand can meet the demand for minimalist beauty products that are both safe and effective (Liu et al., 2024).
Eliminating redundant processes in the supply chain can also enhance efficiency and reduce costs. Streamlining operations, optimizing logistics, and implementing sustainable sourcing practices can improve profitability and support the brand’s commitment to ethical business practices (Lynkit, 2023).
· Reverse
Reversing the sequence of processes or rethinking business models can lead to innovative breakthroughs. The Body Shop could reverse the traditional retail model by prioritizing direct-to-consumer (DTC) sales through online platforms. This shift can reduce dependency on physical stores, lower operational costs, and provide more control over the customer experience (Steinbacher, 2023).
Reversing the product development process by involving consumers early can also drive innovation. Crowdsourcing ideas for new products and incorporating customer feedback during the development phase can ensure that the final products align with consumer preferences and expectations, increasing the likelihood of market success (Bell et al., 2023).


4. Summary 
In conclusion, The Body Shop, like many UK businesses, has faced significant challenges leading to its collapse. The company has greatly strengthened its brand and market position through its innovative work in product creation, ethical sourcing, and current digital revolutions. The drawbacks include missed chances and innovation delays, particularly regarding digital presence and contemporary marketing tactics.
Applying the SCAMPER model to The Body Shop could provide a structured framework for innovation that can address market challenges and drive growth. By substituting synthetic ingredients, combining products and experiences, adapting to digital trends, modifying formulations, repurposing products, eliminating inefficiencies, and reversing traditional models, The Body Shop can enhance its competitiveness and sustainability. These strategies not only would align with the brand’s ethical values but also cater to evolving consumer demands, ensuring long-term success in the dynamic beauty industry.
5. Recommendations
To stay innovative, The Body Shop should focus on several key strategies:
· They could invest in research and development to create cutting-edge products that meet emerging consumer needs, such as eco-friendly and sustainable options. 
· Collaborating with influencers (social media) and beauty experts would help to stay ahead of trends and gain valuable insights. 
· Utilizing data analytics might be used to understand customer preferences and tailor products accordingly. 
· Involving technology by incorporating AI and augmented reality to enhance customer experiences, such as virtual try-ons. 
· Engaging customers actively in product development and feedback loops to ensure offerings meet evolving needs (co-creation). 
· Strategic partnerships with startups and other companies to leverage new technologies and ideas (co-opetition), ensuring a continuous flow of fresh and innovative products in the market. 
By integrating these recommendations, The Body Shop can sustain its reputation for ethical practices while continuously innovating to meet market demands and environmental responsibilities.
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