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Changes in Retail in Recent Years
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Rise of E-commerce: The spread of online shopping systems has pushed purchaser behaviour towards digital channels, encouraging traders to put money into e-commerce abilities and multichannel strategies.
Personalisation: Retailers use facts analytics and synthetic intelligence to personalise the shopping revel in by offering specific product guidelines, promotions, and offerings to each purchaser (Tosun et al., 2020).
Experiential Retail: Retailers are targeted at growing immersive and experiential retail settings that interact with all senses, giving customers particular and beautiful shopping reports.
Sustainability and Ethical Sourcing: As patron expectancies rise for sustainable and ethically sourced goods, merchants should enforce environmentally friendly strategies and obvious supply chains to meet them.
Digitalisation of Payments: More and more people are using virtual payment techniques like mobile wallets and wireless payments. These strategies make it less difficult and safer for clients to pay both online and in stores.
Benchmarking with Similar Retailers
[image: ]
Product Innovation: These agencies are recognised for individuals' creative and awesome goods, which frequently use natural and organic components and keep away from risky chemical substances.
Ethical Branding: Similar to The Body Shop, these stores prioritise ethical sourcing, cruelty-free strategies, and environmental sustainability of their branding advertising and marketing projects (Widani et al., 2022).
Retail Experience: Lush, with its immersive store settings and engaging product demos, units an excessive standard for experiential retail that The Body Shop may observe to improve its in-shop client experience.
Digital Engagement: Retailers inclusive of Aesop have successfully used digital structures and social media to engage clients, display tools, and pressure online sales, giving useful insights for The Body Shop's virtual method.
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Changes in Retail in Recent Years

o E-commerce growth has moved customer
behaviour to virtual channels, necessitating TRENDS DRIVING TRANSFORMATION N RETAL
investment in e-commerce competencies.

o Retailers use data analytics and artificial
intelligence (AI) to provide customised
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e The cognizance of experiential buying,
sustainability, and virtual bills displays
changing  purchaser  alternatives  and
expectancies.

(Tosun et al., 2020)
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Benchmarking with Similar Retailers

o Similar traders thrive in product innovation,
prioritising organic components and ethical
assets.

e These shops prioritise moral branding and
sustainability, which aligns with The Body
Shop's core ideals.

e Learning from enterprise leaders along with
Lush and Aesop can also help The Body
Shop enhance its in-store experience and
digital engagement techniques.

(Widani et al., 2022)




