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Introduction

The aim of this report is to perform an analysis of internal and external environment of an organisation, which present the aspects of resilience and sustainability. For this purpose, it includes the theories and models as well as a stakeholder analysis. This report also includes Henry Mintzberg strategy, Emergent strategy, and the Strategy Clock. Thus, the chosen organisation is The Body Shop®.
The Body Shop® is the largest beauty retailer that gives importance to sustainability and caters to the male and female customers, seeking healthy and natural beauty items. The organisation was founded in 1976 by Anita Roddick, who was dedicated to searching the best ethically sourced ingredients for its various naturally inspired beauty items. It has over 3,000 outlets in more than 60 countries and continues to expand. 

Discussion
Internal and External Environment
SWOT Analysis
Strengths
Importance to women: Over 72 percent of employees at The Body Shop® are women, including beauty consultants (Bhasin, 2019).
Positioning: The items sold are created with organic ingredients that are safe dermatologically for all types of skin (Kuller, 2016).
Sustainability: The human and environmental rights and social cause’s activist are Roddick’s values reflected in every aspect of business strategy of The Body Shop®. The company prefers biodegradable and renewable packaging material to source from non-fossil fuel led materials, the organisation is true to its new corporate social responsibility strategy (Bhasin, 2019).









Weakness
Lack of Focus: the over emphasis on the human rights, animal protection, and environment has diverted the focus of The Body Shop® from its core business i.e., cosmetics. The customers become confused whether the organisation is onto championing green initiatives or cosmetics business (Hulme, 2017).
Pricing: Roddick believed that the consumer may wish to pay a higher amount for items with organic ingredients, which led the organisation to struggle with high prices and lost business to competitors (Bhasin, 2019).

Opportunities
Increased Anxiety on Health: the internet has created a fear on using items with chemicals, and thus customers are now going organic in most of their everyday items. This is a massive opportunity for the organisation to develop natural ingredient based cosmetic items (Bhasin, 2019).

Threats
Challenging to Appeal Customers: The competition is tough as the marker of beauty products is competitive; therefore, it is difficult of engaging and attracting customers. As an outcome, only high-end brands will survive, while others will be at threat of acquisitions (Pansari & Kumar, 2017).
Competition: The Primary competitors include Revlon, Shiseido, Sephora, and Estee Lauder (Bhasin, 2019).

PESTLE Analysis
Political
For multinational organisations, the political safety and stability of the UK is very important. There is implementation of new procedures for trade with the European Union to the UK. The ethical standards can decline, leading to a concern related to quality of British cosmetics. For a potential reduction in profitability and gain to gain a political advantage it is necessary that added costs are recovered from importing raw materials and products from the European Union countries (Pandit, Nadathur, & Jose, 2019).

Economic
The rate of exchange has a significant part for the multinational organisations that have suppliers worldwide. The organisations’ revenues produced in outlets external of the euro zone require to be exchanged for euro. Most companies that provide ingredients for the cosmetics are paid their national currency. Because of this the rate of exchange has a massive impact on the organisations’ revenues (Zendle, D; Meyer, R; Ballou, N, 2020).
Sociocultural
The changes in the lifestyles such as the increased awareness of the social and environmental issues are affecting consumers as they become more aware of the organisations’ they buy items from. From a sociocultural point of view, policies like sourcing ingredients and products through a firm’s commitment or Fair Trade to sustainability can be an important aspect for a consumer to select a certain organisation (Nicholls & Huybrechts, 2016).

Technological
The high availability of the internet has a major influence on the business due to transparency that is accessible to the customers. Further, it eases the communication amid various locations of an organisation, and particularly to the Fair-Trade firms that the organisation trades with (Karwatzki, Dytynko, Trenz, & Veit, 2017).

Legal
The increasing issue about health has the potential to activate new regulations and laws for safety and health standards along with safety of products. Amid one of the regulations was the banning of refilling jars and bottles for the purpose of cosmetics (Halla, et al., 2018).

Environmental
According to Williams, (Williams, et al., 2019) ,about 47 percent of consumers believe plastic pollution as the most alarming environmental issue. The environmental protection regulations are declared for Earth’s fauna and flora as it is one of the primary concerns. In a historic triumph for animal safeguarding community in 1998, the UK government declared that there will no longer grant licences to examine cosmetic ingredients or items on animals. Further, the energy consumption impacts an organisation due to the increasing costs and limitations on the permitted use of energy. Draughts due to climate change or environmental disasters in Fair Trade communities can impact the suppliers (Salem, 2019). 

Stakeholder Analysis of The Body Shop®
(Geissdoerfer, Vladimirova, & Evans, 2018) states that conventional economic model presents that the main reason for any organisation to exist is to grow it profitable business. Evaluating the performance of an organisation becomes a concern of comparing levels of profit with aims and predictions. The main objective of the managers is to optimise their wealth. However, The Body Shop® has been working towards an increasing number of organisations that identify various groups in society with an interest in its performance. These stakeholders or various groups may possess different priories. (Sadgrove, 2016) suggests that the way operations of business impact them and their expectations may affect the way an organisation sets its objectives and how it seeks to accomplish them. 
The Body Shop® accepts that it must be honest and open in its business dealings and committed itself in an active program of ethical auditing in 1991, which includes an animal protection audit, an environmental audit, and a social audit (Van de Ven, Nijhof, & Jeurissen, 2019). Since the organisation is a Public Limited Company and its stakeholders are legal owners, institutions and individuals purchase shares to make a return on their investments. Even though stakeholders may identify the significance of environmental and social issues, the share price is essential. A low price of share can remove millions of pounds off the value of the organisation. Johed and Catasus (Johed, G.; Catasus, B.;, 2018) claim that if the stakeholders are not satisfied or happy with the performance of the organisation, at the Annual General Meeting, they are authorised to eliminate the Board of Directors. 
Kondalkar (Kondalkar, 2020) assert that every organisation has several objectives, it is important for the local area, and thus, has the duty to the local economy and the area where it operates. For instance, Littlehampton, which is in England UK, has an unemployment rate above the national average. The Body Shop is the second leading employer and jobs are incredibly significant to Littlehampton, this organisation permits its workers paid leave to do volunteer work in their local area (Van de Ven, Nijhof, & Jeurissen, 2019). 
Moreover, The Body Shop is dedicated to best practice in environment management and is against animal examination on cosmetics. All stakeholders engaged in these concerns are interested to understand how the organisation performs (Van de Ven, Nijhof, & Jeurissen, 2019). Their measures of success may conflict as well as their objectives may vary from other stakeholders. L’Oreal brought The Body Shop, and since then many stakeholders believe that the organisation does not align with its ethics and values. Such instance is because L’Oreal is popular to examine their items on animals and is widely recognised in the market of beauty products. Therefore, these stakeholders may lose trust in The Body Shop and perceive pessimistic comments about the organisation, which can have a major impact on the reputation and business (Van de Ven, Nijhof, & Jeurissen, 2019).
Since the concern of the stakeholder analysis is to look for ways to understand how people think, some performances, targets, and objectives are reasonably simply to quantify if the objectives of local area are to decrease regional unemployment and create new jobs. Beer and Micheli (Beer, H. A.; Micheli, P.;, 2017) mention that customer complaints, wages of workers, and dividends of the stakeholders are merely quantifiable, however, for several objectives, it is not possible to implement intangible measures such as human emotions and thoughts to tangible measures like others. There is a need for minority perspectives for which the external authority should make sure that there is stability. The Body Shop dedicated 12 months to formalise, develop, and research its social auditing procedures and since its practice in 1994, a huge deal of best tuning has taken place (Van de Ven, Nijhof, & Jeurissen, 2019).





Henry Mintzberg and Emergent Strategy
Henry Mintzberg developed a strategy, which deals with five P’s to sit with various strengths and demands of all organisations. These include plan, ploy, pattern, position, and perspective (Mintzberg, 1979).

Plan
According to Mintzberg (Mintzberg, 1979), planning is a method used by managers in every activities and tasks. It is similar to managing own work as we as of the team. Thus, this is often considered a default method taken by organisations to develop organisational strategy. In the case of The Body Shop, the organisation brainstorms a variety of options, model them to the ones that are viable, and plan how to implement them. However, Kopmann et al., (Kopmann, J.; Kock, A.; Killen, C. P.; Gemunden, H. G.;, 2017) mention that strategies can at times take place from accidently exploring which activities work, from unexpected incidents, or previous organisational behaviour. These are called the emergent strategies, which are not a choice of consciousness and rather are the outcome of exploring a successful and consistent method of performing a business. Fudauer et al.,  (Fudauer, L. I.; Ives, M. C.; Adshead, D.; Thacker, S.; Hall, J. W.;, 2019) state that planning is not sufficient to develop company goals, and this is where the other four P’s are used in order to optimise outcomes. 

Ploy
Mintzberg (Mintzberg, 1979) refers pot to a task that is actively based on others’ actions. Companies can go ahead of their competitors by plotting to affect them in different manners, for instance, through discouragement, disruption, and dissuasion. (Chakraborty & Biswas, 2019) add that this can be used next to a plan and aids the company to perceive outside its atmosphere and other functions within it while establishing a strategy. In the case of The Body Shop, it has opened various branches in over 60 countries around the world in order to prevent the business of competitors to open a store there and making use of the new market. 

Pattern
There are two types of strategies as per Mintzberg (Mintzberg, 1979), including emergent and deliberate. However, Kopmann et al., (Kopmann, J.; Kock, A.; Killen, C. P.; Gemunden, H. G.;, 2017) mention that strategies can at times take place from accidently exploring which activities work, from unexpected incidents, or previous organisational behaviour. These are called emergent strategies, which are not a choice of consciousness and rather are the outcome of exploring a successful and consistent method of performing a business. (Neugebauer, F.; Figge, F.; Hann, T. ;, 2015) state that these can establish increasingly by developing on various small solutions found and decisions made. 
The manager is not targeting to obtain a strategic benefit by good decision making but finding themselves with one. According to Rivera (Rivera, 2012), when a deliberate strategy is recognised, the outcome aligns with the intended process. This offers the company with a sense of purposeful direction. Thus, mixing the emergent and deliberate strategies in some way can help the company to manage its process whilst promoting the learning course of action. 

Position
Mintzberg (Mintzberg, 1979) regarded position to how a company aligns itself within a market environment. Therefore, by conducting a comprehensive analysis of the opportunities and environment that it presents, a company can develop a sustainable competitive edge by fundamental strategic planning and decision making. Savolainen (Savolainen, 2016), add that position overlaps with other Ps and is used in combination with other strategies like plan or ploy. In the case of The Body Shop, the organisation differentiates itself within a market environment by establishing unique products such as products containing natural ingredients. Other than this, they use models like Porter’s forces and PESTLE analysis to evaluate the environment in which they operate and address the important aspects that help the company create a Unique Selling Point (UPS). 
Perspective
Just as the way emergent and deliberate strategies (pattern) depends on a method taking place from a behaviour, perspective can have a major impact on ways a company choose to or is able to operate. According to Mintzberg (Mintzberg, 1979), perspective is derived from the culture, which means the ways of thinking that exists within a company, in combination with its mission and overall values. Warrick (Warrick, 2017) claim that when leaders plan, it is significant for them to be conscious about the organisational culture and how it can affect the behaviour and decision making. In the case of The Body Shop, the organisation includes five important values such as defend human rights, protect the planet, activated self-esteem, animal testing and community trade (Bhasin, 2019). The loyal customers choose this brand as it stands for its social issues and environment. The mental links held by the customers related to the brands has contributed to the perceived value of their items. Thus, The Body Shop changes its customer’s perspective on what to look for in consumer items and that it is more than expansive ads and glamorous image, as well as more about health products and natural ingredients (Bhasin, 2019).









The Strategy Clock
(n.d.)[image: ]

Bowman’s Strategy Clock is an easy and extensive strategy tool, which offers techniques to place within a market depending on perceived value and price. It has eight positions outlining different strategy to succeed in the market (Tukdeo, 2016). 
The Body Shop use position 4 and 5 i.e. Differentiation and Focused Differentiation respectively. According to Islami et al, (Islami, Latkovikj, Drakulevski, & Popovska, 2020), a differentiation strategy helps the business to establish by offering customers with a unique product or service that is different from its competitors in the market. The primary aim of applying this strategy is to boost competitive edge. Thus, The Body Shop performs the SWOT analysis along with the customer demands and overall value it can offer to them. As per Li et al., (Li, Zhang, & Sun, 2019), a focused differentiation is a type of Differentiation strategy, which entails the business to provide unique features to a service or product. It should satisfy the needs of a narrow market or niche. Considering this, The Body Shop meets the customer’s need of a healthy lifestyle by using organic and natural ingredients such as tea tree, honey, aloe vera, sugarcane, and seaweed in their products (Bhasin, 2019). The organisation also puts forward the concern of environment and campaigns against animal examination of the items. The Body Shop is one of the very few cosmetic organisations that considers health promotion important than glamour, which is a very unique position that is has maintained in the market (Bhasin, 2019).
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