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[bookmark: _heading=h.30j0zll]Recommendation
Today the Body Shop has significantly developed social media outreach to cater the rising demand for e-tailing. However, for total expansion and satisfaction with consumers this increase should be directed to the following critical areas.
Boost Social Media Marketing and Digital Advertising: The Body Shop may expand its reach by simply increasing its social media engagement and focusing advertising/ marketing strategies (Jacobson and Harrison, 2022). A much larger number of consumers can be reached through experiential advertising, stimulating material and contact with celebrities. Marketing communication and advertising efforts can be more effectively targeted at specific segments by planning according to the estimation of customer potential and behaviour (Terho et al., 2022). This helps assure a higher level of engagement.
Introduce Affordable Product Lines: The Body Shop has to ensure that they approach the market with natural state product lines that could likely be reasonably priced in the market to attract and capture rate conscious customers. These goods must appeal to a wider audience but must also adhere to the brand’s promise of maintaining a high level of ethical standards (Bhargava and Bedi, 2022). This strategy might have been able to help in covering a particular segment of the market that aims at obtaining value for its money without compromising ethical standards.
[bookmark: _heading=h.1fob9te]Strengthen Environmental Activities: A larger percentage of environmentally friendly shoppers may be pulled by increasing efforts in protecting the environment. There are several suggestions on how The Body Shop could improve the sustainability of the goods that are sold by using recyclable elements in the packaging, decreasing the environmental footprint of their activity, and underlining humane motivation of the company (Azzahra and Fachira, 2022). Making such obligations public can assist this business to be recognised as a leading firm in addressing environmental conservation.
Enter Underdeveloped Areas: The Body Shop has realised opportunities in regions of unsophisticated development where the need for great ethical cosmetics is emerging (Kuipers, 2022). The company could explore new opportunities and expand the revenue generating portfolio by penetrating into these segments. Less friction and elegance in specific areas can be enhanced by interacting with neighbouring firms and companies.
[bookmark: _heading=h.3znysh7]Conclusion 
The properly earned recognition of the Body Shop for fine and their adherence to social business organisation practices ensured that the employer might occupy an enormous vicinity within the international cosmetics market as an active participant nearly right away. However, what appears to be sick the business employer now's a number of the most traumatic factors such as too many expenses and closed stores. In a try to follow the modern purchaser necessities, The Body Shop has strived to reinforce its on-line income touchpoints, introduce useful product stages, and emphasise its environmental responsibility as a key place that may advantage from new inclinations.
Achieving a deeper target marketplace requires growing the e-trade community and growing social media engagement. However, gaining sustainable measures will enchant customers, further they introduce fee effective product traces for the cash sensitive customers. The increasing markets open extra opportunities and interacting with morals, influencers and other types of clients can substantially have an impact on the recognition and devotion of the clients. It can also even make certain to get proper entry to objects is dependable in a logistics chain optimisation, for this reason improving customer happiness.
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