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Executive Summary
This report minutely has elaborated about the brief of the brand Body Shop where the background showed the purposes behind the establishment of this firm. Six factors of PESTLE analysis have been discussed differently which obtained the information like advantages and disadvantages of the company at present times. The stakeholder analysis has been discussed and with the help of these different frameworks, the possibilities to get the findings has been achieved. This report ends with some suitable measures in the conclusion to overcome the obstacles that the Body Shop is facing. Besides the problems, Body Shop is still maintaining its popularity in the skin-care business sector of UK because it has always been loyal to its customers with its products.
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The Body Shop is a UK-based retail company specialising in care-free beauty products such as cosmetics, skincare products and perfume. Through this report, the background of this company will be discussed, which will give a clear idea about the entire journey of this company till today. The brief of PESTLE analysis and how it put an impact on the company will also be discussed later. The concept of stakeholder analysis and its advantages and disadvantages on the company will be narrated in detail. The report will further discuss the summarisation of the findings, which are both positive and negative. Fostering the company's growth and how it takes the initiative to apply the probable measures that will help the company sustain itself in the marketing sector will also be discussed in the ending part.


[bookmark: _Toc171097247]1.1 Background of the company
The company was founded by late environmental activist and human rights campaign manager Dame Anita Roddick in 1976. Opening a small shop, the owner started the business in Brighton, UK by selling 25 products. The main focus was to work ethically by making the products using natural ingredients and recycling the packaging. Setting up the business, the owner had a vision that it would help to redefine the beauty of women, empowering them by offering employment in the company. Besides, they also had a target to promote the production of Jojoba oil which better works as a substitute for sperm whale oil so that the practice of whale killing can be reduced. Presently they are producing 300 products and they have more than 2500 stores all over the world (Body Shop, 2024).



[bookmark: _Toc171097248]2. Findings
[bookmark: _Toc171097249]2.1 PESTLE Analysis and its advantages and disadvantages
PESTLE Analysis is an activity that focuses on the several external forces faced by an organisation. There are several advantages of PESTLE Analysis, like sometimes, before any kind of investment and business venture, businessmen are in a dilemma, whether their decisions will bring fruitful outcomes to the firm or not. PESTLE Analysis helps in providing the right answers to these queries so that the investments are done intelligently and a firm gets maximum profits (BBC, 2024). PESTLE Analysis needs lots of information for analytical purposes which leads to lots of confusion for the investors. The analysis has six factors their information is quickly changing which ends up swallowing the time of a firm, businessmen or investors (Woodruff, 2020).
[bookmark: _Toc171097250]2.2 PESTLE Analysis of The Body Shop
Political Factor
The present condition of UK is quite stable for operating the business marketing in the country but the unstable political conditions outside the state affected the growth of it. Body Shop is a skincare company that has lots of shops all over the world, cannot able to promote their products outside their country. They cannot shift their activities to Germany because of Brexit which leads to layoffs of their employees within the group. Due to the war in Ukraine, Body Shop has removed all kinds of commercial relations with Russia which affected their marketing sector (The Guardian, 2024).
Economic Factor
Brexit and COVID-19 pandemic harm different sectors of business and the skin-care industry is one of them. The fluctuations in making the company’s revenue have been seen during 2016-2022. Body Shop has measured a total revenue in 2022 of around 408 million in British pounds which was less than the previous year. Presently they are on track to earn maximum profits by upgrading their products specially body gels and moisturisers which are liked by a chunk of female masses (Forbes, 2022).
Sociological Factors
The sociological factor in the business sector involves meeting the expectations or needs of the customers. Body Shop always emphasises on marketing strategy where they focus on two things. They are customer satisfaction and the value of the product which is set by the company. The firm always prioritises the protection of the planet, so they prefer to produce vegan products from the beginning and they are maintaining it till now. This thought process influences their customers to imbibe the concepts like planet protection and animal protection (The Guardian, 2024).
Technological Factors
Social marketing which means the promotion of products in social media has become very famous now. Body Shop is trying to increase its network with the help of social marketing. Besides, this platform enables the customers to provide positive and negative feedback for different products that the company produces. Positive feedback brings motivation to the employees to work efficiently and negative feedback provides attention to work on those products which are still unpopular (Grewal et al., 2020).
Environmental Factors
Effective business can be done by the implementation of eco-friendly materials in the production procedure. The company Body Shop tries to produce vegan products with the help of plant-based materials. During its initial phase, the firm produced Jojoba oil and tried to promote it in the international market, especially in the European Countries. The main reason behind this was to reduce the hunting of whales for producing sperm whale oil. They also prefer recycling in packaging which cuts down the amount of waste production (Gelderman et al., 2021). 

Legal Factors
Laws are important in regulating the marketing sector of a firm which varies state-wise. The businessmen and investors have to notify the health department of UK about the details of their products before launching. Ingredients of the product should be chemical-free and if it is neglected by any firm then the product will get rejected. There is a copyright law where a firm cannot copy the product name or the advertisement for business purposes and if they violate the law then they will pay a huge amount of money to the firm they are copying. All these laws are followed by the company Body Shop which makes them acquire a good spot in the skin-care sector (Hutt and Speh, 2021).
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The Body Shop is an international retail firm that is naturally inspired by beauty products and has an influx of stakeholders. Each stakeholder significantly supports the firm with respect to the needs as well as influences on the strategies and operations of the company. This particular framework significantly focuses on the key stakeholders of the firm including employees, customers, suppliers, shareholders as well as the community. 
Customers
Customers are important stakeholders who want excellent, ethically sourced, and ecologically responsible products. The Body Shop addresses these concerns by emphasising their dedication to long-term viability cruelty-free testing, and transparent trade procedures. Customer input drives product innovation and shapes corporate social responsibility (CSR) efforts.
Employees
The Body Shop relies heavily on its employees to ensure its success. They need a supportive job atmosphere, competitive pay, and possibilities for advancement. The organisational culture prioritises diversity, inclusion, and employee well-being. Training and development programmes are offered to improve skills and job satisfaction. Staff involvement surveys and feedback methods ensure that their perspectives are heard and taken into account in decision-making processes (Heslinga et al., 2021).
Suppliers
The Body Shop significantly collaborate with the suppliers who can significantly share their values and ethics with the organisation. Those stakeholders expect fair trading as well as long-term partnerships with them in the context of enhancing future performance and attracting other shareholders. 
Shareholders
The shareholders seek financial returns as well as sustainable growth and they are significantly interested in gaining profit for the company. Market expansion and CSR performances significantly influence the shareholders. In relation to this, The Body Shop intends to provide regular financial records and updates to the shareholders. They also always showcase their constant sustainable efforts in terms of balancing profitability. 
Community
The Body Shop has a significant involvement as well as environmental stewardship and there is a dynamic commitment towards them. The local communities effectively expect that the firm would contribute towards the social and environmental upgradation. In relation to this, the firm positively engages in various community-based projects such as charitable initiatives, environmental strategies and others. 
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Body Shop has a positive image among the different skin-care brands in the UK from the prior times. This report delivers a clear thought about the Body Shop brand where the background has been discussed at first. The concept of PESTLE analysis has been portrayed which gives a sharp vision of both the advantages and disadvantages of it on this brand. After the PESTLE analysis, stakeholder analysis also has been discussed which refers to the grouping of people according to their influence, interests and participation in a project. Fostering the production rate and meet the demand in the national and international markets Body Shop needs to strengthen its production strategy. The upgradation of the machines helps them to create more products to fulfil the needs of their customers. Besides, at present, they cannot able to maintain their marketing in countries like Germany and Russia, so they should look for countries where they can get more profits in a short period.
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Improve Digital engagement 
The Body Shop may implement digital engagement at an advanced level within the business practice. Regarding this, they may focus on their online training as well as enhancing their e-commerce market presence. 
Robust sustainable planning 
The Body Shop may implement sustainability initiatives within their business practices in order to attract eco-conscious people. They also may use the recycle-based product practices as well as implement waste management programs within the business practices. This not only can help them to contribute socially as well as supporting them to expand their brand awareness. 
Emerge community trade program 
Deepening the social impact, The Body Shop may implement robust community-based programs. Sourcing the required ingredients for the business significantly supports them to engage the community more and contribute towards the local economy (Milliren et al., 2022). 
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