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Marketing Portfolio: Brand Development for The Body Shop 
– NutriBeauty
[bookmark: _Toc216862854]Introduction
The marketing portfolio involves a critical look at the development of a brand related to The Body Shop company with a focus on the introduction of a new category of products, NutriBeauty. The current report applies the best marketing paradigms, such as the STDP analysis and the marketing mix of 7Ps, in determining the level of strategic alignment to the current ethical consumer trends. Furthermore, it incorporates empirical market evidence, sustainability aspects, and reflective practice using Gibbs' model as a way to illustrate theoretical application, strategic thought, and professional development in contemporary marketing management.

[bookmark: _Toc216862855]1. Element 1: STDP Analysis for the New Brand Concept – NutriBeauty
[bookmark: _Toc216862856]1.1 Introduction to The Body Shop
The Body Shop is an internationally established ethical beauty brand which is characterized by the respect of vegan formulations, cruelty-free production, fair-trade sourcing that is community-based, as well as the environmental sustainability (The Body Shop, 2025). Historically, the brand has established itself as a values driven organization, thus making it attractive to consumers who prioritize ethical consumption, along with the efficacy of the product (Sharp et al., 2024). Considering the changing dynamism in consumer expectations and accelerated growth of the holistic wellness and skincare businesses, The Body Shop can divert its product portfolio into new segments in line with its ethical founding (Garje, 2025).
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[bookmark: _Toc216862588]Figure 1: The Body Shop logo
(Source: The Body Shop)
[bookmark: _Toc216862857]1.2 New Brand Concept: NutriBeauty
NutriBeauty is being launched as a plant-based dermatological supplement range that is The Body Shop's first foray into this area, designed to improve cutaneous health through internal processes whilst still maintaining the company's established ethical values and pledges to sustainability. The idea combines the idea of beauty-within-nutrition together with an addition of non-animal components of the product, such as vitamin C, adaptogenic substances, hyaluronic acid enhancers, and antioxidants, as shown in the poster of the marketing pitch. This extension goes directly to the growing consumer desire for holistic skincare solutions that will combine internal nutrition with external application regimens (Cheng et al., 2025). NutriBeauty brand reflects the trends of modern consumers that value preventive wellness, follow the concept of clean beauty, and support the idea of sustainable consumption habits (Razzouk et al., 2025).
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[bookmark: _Toc216862589]Figure 2: NutriBeauty New Logo
(Source: Developed by Author)

[bookmark: _Toc216862858]1.3 Market Trends and Consumer Behaviour
The global skincare and beauty wellness market experiences strong growth, induced due to increased awareness about skin care, sustainability, and ethical consumption (Garje, 2025). There is an increasing trend among consumers towards multifunctional products that promote long-term wellbeing as opposed to products that produce short-term cosmetic benefits (Bevan-Diego et al., 2025). 
[image: ]
[bookmark: _Toc216862590]Figure 3:Global Nutricosmetics Market Size Forecast (2024–2034)
(Source: Precedence Research)
The mentioned figure suggests a stable growth trend in the world market of nutricosmetics, which will experience an increase in the range of USD 7.59 billion in 2024 to USD 16.89 billion in 2034. This upward trend is driven by an increasing consumer desire for beauty from-within interventions that are fueled by the growing wellness consciousness, aging demographics, and growing acceptance of nutritionally based skincare products.
Besides, a large share of the younger generations, namely, Millennials and Generation Z, are characterized by a strong preference towards transparent sourcing, cruelty-free accreditation, refillable containers, and online interaction with the brands (Sahu et al., 2022). NutriBeauty responds directly to these changes in behavior by combining ethically sourced supplements, refillable packaging and cause-based storytelling frameworks, that are rooted in The Body Shop's community trade principles.

[bookmark: _Toc216862859]1.4 Segmentation Strategy
[image: Finding The Right Customers With The STP Model]
[bookmark: _Toc216862591]Figure 4: STP Model
(Source: Developed by Author)
This segmentation plan was developed in the areas of applying the use of such variables as demographic, psychographic, behavioural, and lifestyle, which is what corresponds to the current STP scholarship (Luthfiandana et al., 2024). From a demographic point of view, the main cohort is of women between the age group of 18 to 45 years who actively practice skincare and wellness practices. Psychologically, the target market will include ethically minded customers who show their willingness to use vegan, cruelty-free, and sustainable beauty products. Behaviourally, these consumers exhibit loyalty to beauty influencers, interact in a very active way with wellness contents diffused through social media platforms, continuously buying products of clean beauty, behaviour that is depicted in the pitch poster. This multidimensional segmentation strategy also enhances the accuracy of the targeting process and improves the brand relevance in the competitive digital world (Wang, 2025).

[bookmark: _Toc216862860]1.5 Targeting Strategy
[image: Target Market vs. Market Segmentation: Key Differences Explained]
[bookmark: _Toc216862592]Figure 5: Targeting Strategy
(Source: Developed by Author)
NutriBeauty takes an approach to targeted marketing in which it targets the consumers as ethically driven, wellness-oriented consumers who want comprehensive, holistic skin solutions. This target market does not focus on any specific factor; rather, it focuses on transparency, ingredient safety, and environmental responsibility without sacrificing affordability and accessibility (Devi et al., 2025). The target demographic chosen is highly relevant to the already existing consumer base of The Body Shop, thus reducing the risk of market entry and at the same time it helps expand into the beauty supplements category. According to the studies, strategic exploitation of the existing brand trust significantly boosts consumer acceptance of new product categories added by ethical brands (Sharp and Dawes, 2024).

[bookmark: _Toc216862861]1.6 Differentiation Strategy
[image: Differentiation Strategy Template for PowerPoint and Google Slides - PPT  Slides]
[bookmark: _Toc216862593]Figure 6: Differentiation Strategy Benefits
(Source: Developed by Author)
NutriBeauty stands out through five main dimensions described in the poster that defines the pitch: (i) formulations entirely vegan and cruelty free, (ii) botanicals used thanks to fair trade agreements with communities, (iii) refillable packaging, (iv) full set of accessories to skin well-being and (v) recommendation given by The Body Shop as a trustworthy ethical brand. Unlike traditional beauty supplements, whose value propositions solely focus on the outcome, NutriBeauty includes the aspects in the value proposition such as ethical sourcing, sustainability, and social impact (Martins et al., 2025). Sustainable Packaging has an added benefit of increasing perceived value as well as willingness to pay among environmentally conscious consumers (Perret et al., 2025).
[bookmark: _Toc216862862]1.7 Positioning Strategy
NutriBeauty is set to be sold as a high-quality but affordable ethical beauty supplement brand that maintains the human skin condition by the means of nature and, at the same time, benefits people and the Earth ecosystem. The positioning statement delineated within the pitch poster augmented this identity by engaging health conscious consumers who seek clean, efficacious and ethically congruent beauty-from-within solutions. The strategy is consistent with the market-based asset theory, which focuses on the importance of strong brand valence and distinctiveness as the decisive factors of a competitive advantage (Sharp et al., 2024).
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[bookmark: _Toc216862594]Figure 7: Positioning matrix
(Source: Developed by Author)

[bookmark: _Toc216862863]2. Element 2: Marketing Mix (7Ps) for NutriBeauty
[image: ]
[bookmark: _Toc216862595]Figure 8:Marketing Mix (7Ps)
(Source: Developed by Author)

[bookmark: _Toc216862864]2.1 Product
NutriBeauty is targeted as a plant-based and dermatology informed range of beauty supplements designed to nourish cutaneous health from within, thus maintaining the ethics principles espoused by The Body Shop. The product mix includes the GlowBerry Capsules, HydraBalance Gummies and CalmRoot Adaptogen Blend all formulated using naturally sourced antioxidants, vitamin and adaptogenic botanicals as shown in the relevant marketing documentation. Empirical information supports the effectiveness and safety of plant-derived constituents to improve cutaneous ageing, support hydration and increase epidermal wellness, which also supports the credibility of NutriBeauty products functional integrity (Cheng et al., 2025).
[image: ]
[bookmark: _Toc216862596]Figure 9: New Product
(Source: Developed by Author)
The product strategy integrates the concept of sustainability into the design process using refillable glass vials and biodegradable refill sachets, which promotes the circularity of the product life cycle and contributes to the needs of waste reduction (Martins et al., 2025). Transparent source of ingredients and compliance with ethical certification procedures further help strengthen consumer confidence and is in sync with increasing demand for clean beauty products (Bevan-Dye et al., 2025). NutriBeauty makes it easy to combine internal supplementation with the already successful external lines of skincare products created by the Body Shop to ensure holistic dermal coverage that helps the brand stand out in the competitive landscape of the beauty and wellness industry (Garje, 2025).

[bookmark: _Toc216862865]2.2 Price
NutriBeauty's price point is mid-premium between £12 and £22, which reflects the ethical sourcing of ingredients, sustainable packaging and high-quality formulations whilst still being affordable to its target market. Empirical research experiences shows that consumers show a higher readiness to spend on environmentally friendly and ethically produced cosmetic goods when sustainability indicators and clear sets of value promises are clearly communicated (Perret et al., 2025).
This is a pricing strategy that upholds The Body Shop's inclusive brand philosophy in that it is not overly premium-priced but still with stronger perceived product quality and credibility. Competitive pricing also encourages trial and repeat buying of ethically savvy consumers, which makes long-term customer retention possible (Mahohoma and Agbenyegah, 2025). By matching price with both an ethical value and a functional performance, NutriBeauty supports its positioning as an achievable ethical luxury brand within the beautifying supplement category (Madhavedi et al., 2024).
NutriBeauty Product Price List
	Product Name
	Product Description
	Pack Size
	Price (£)
	Pricing Rationale

	GlowBerry Capsules
	Vitamin C, acai & berry antioxidants for radiant skin
	60 capsules
	£22.00
	Premium formulation with high antioxidant concentration and ethical sourcing

	HydraBalance Gummies
	Hyaluronic acid & vegan collagen boosters for deep hydration
	60 gummies
	£18.00
	Accessible mid-premium price to encourage trial and repeat purchase

	CalmRoot Adaptogen Blend
	Ashwagandha, chamomile & plant adaptogens for skin stress support
	30 servings
	£20.00
	Functional wellness positioning with adaptogenic benefits

	HydraBalance Gummies Refill
	Biodegradable refill pouch for gummies
	60 gummies
	£15.00
	Incentivises sustainable behaviour and repeat purchasing

	GlowBerry Capsules Refill
	Biodegradable refill sachet for capsules
	60 capsules
	£18.00
	Lower price supports circular consumption and loyalty

	CalmRoot Adaptogen Refill
	Refill pack for adaptogen powder blend
	30 servings
	£17.00
	Encourages refill adoption while maintaining value perception


[bookmark: _Toc216862880]Table 1:NutriBeauty Product Price List
(Source: Developed by Author)

[bookmark: _Toc216862866]2.3 Place
NutriBeauty products will be marketed via proprietary retail outlets, the approved e-commerce portal of The Body Shop, refill kiosks, and a curated grouping of wellness retail partners, which will facilitate healthy brand management and provision of messages of uniform ethical integrity. The implementation of omnichannel availability enhances convenience, and at the same time supports experiential interaction through physical touchpoints, which is illustrated by refill stations and in store consultations (The Body Shop, 2025).
Digital distribution can be particularly crucial in accessing younger, more digitally savvy consumers who are doing their research and buying beauty products over the internet (Luthfiandana et al., 2024). The launch of refill bars is aimed at strengthening sustainability pledges and helping establish behavioural norms for people to adopt, all the while improving customer loyalty and environmental responsibility in parallel (Razzouk et al., 2025). The locational strategy used by NutriBeauty guarantees accessibility, experience, and consistent and enduring relationship of the brand to the community-focused retail characteristics of The Body Shop (Constantinides, 2006).

[bookmark: _Toc216862867]2.4 Promotion
Application of the RACE Framework for NutriBeauty Promotion
	RACE Stage
	Objective
	Promotional Activities for NutriBeauty
	Key Digital / Physical Channels

	Reach
	Build awareness and visibility among target audiences
	Ethical influencer partnerships, short-form educational content on beauty-from-within and sustainability
	TikTok, Instagram, influencer platforms

	Act
	Encourage engagement and consideration
	Interactive posts explaining ingredient benefits, sustainability stories, and community trade sourcing
	Social media, website content, in-store displays

	Convert
	Drive purchase and trial
	In-store skin health consultations, refill incentives, limited-time launch offers
	The Body Shop stores, online shop

	Engage
	Build loyalty and repeat purchase
	Loyalty rewards, refill programmes, cause-based storytelling and community updates
	Email, social media, in-store refill bars


[bookmark: _Toc216862881]Table 2:Application of the RACE Framework for NutriBeauty Promotion
(Source: Developed by Author)
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[bookmark: _Toc216862597]Figure 10:RACE Framework
(Source: Dave Chaffey, 2010)
In its promotional strategy, NutriBeauty focuses on ethical storytelling, strategic collaboration with digital influencers and the use of concise digital media according to the pitch poster attached. Digital media, such as Tik Tok and Instagram, will be utilized to distribute knowledge about the essence of beauty-from-within ideas, the medicinal benefits of substances, and sustainable application methods, which will be especially effective in reaching Generation Z and Millennial groups (Sahu et al., 2022).
Cause-based storytelling putting the focus on women's cooperatives, as well as community trade farms, reinforces authenticity and develops an emotional connection to the brand which then helps reinforce purchase intentions for green beauty products (Bevan-Dye et al., 2025; Synodinos, et al., 2025). In-store consultations about skin health, along with product refill incentives, can be used to strengthen consumer trust, add to the experience related to the purchase and encourage habitual repurchasing (Alwinie et al., 2024). The combination of promotional activities in both the digital and physical channels can well play the role of ensuring uniform of the message and reinforce the image of NutriBeauty being ethical (Wang, 2025).

[bookmark: _Toc216862868]2.5 People
People play a major role in the implementation of the brand promise of NutriBeauty, especially by means of professionally trained in-store employees and wellness coaches by the customer at The Body Shop. Employees will be educated on supplement benefits, ethical sourcing and sustainability practices with the goal of providing educated and trustworthy guidance during in-store consultations. Empirical research has shown that service staff with high knowledge level significantly increases customer satisfaction and customer loyalty in the beauty and wellness segments (Ghabban, 2025).
Influencers and brand advocates also act as an extension of the brand and therefore need to comply with the ethical standards set by The Body Shop. The conscious use of the credible influencers with sustainability-related interests increases the authenticity of the message and reduces the perceived threat of greenwashing (Kim et al., 2021). Consequently, the people strategy is a strategy to strengthen the core values of NutriBeauty by means of internal and external human interaction.

[bookmark: _Toc216862869]2.6 Process
Its process strategy that NutriBeauty implements highlights openness, regularity, and easiness of interaction during the customer journey. From the sourcing of ingredients to the sourcing of refill supplies to the execution of loyalty incentives, the methodologies are designed to reduce friction and at the same time maintain ethical principles. The implementation of refill systems simplifies sustainable actions by making the choice of an environmentally friendly nature not only easy and simple to achieve but also pleasing (Martins et al., 2025).
Digital processes such as online education, subscription refills, and personalized product recommendations play a large role in the improvement of customer experiences and maintenance of long-term engagement. The results of research have shown that carefully explicitly planned marketing and service operations have a direct effect on customer satisfaction and retention in wellness-oriented services (Madhavedi et al., 2024). Efficient and transparent processes, therefore, foster NutriBeauty's holistic and ethical brand positioning.

[bookmark: _Toc216862870]2.7 Physical Evidence
Physical evidence will be involved to support the claims of credibility and sustainability by NutriBeauty, giving substantial signs of the same, such as the use of minimalistic packaging, ethically sourcing certifications, refill stations, and in-store displays. Sustainable packaging design has a demonstrable positive effect on the sustainability perceptions of consumers as well as the trust of brands on the sustainability of the market for green cosmetics (Perret et al., 2025).
In-store visual information, textural specifics of the merchandise, and refill systems all provide sensory validation of the brand values and the innate quality of the provided product. Digital physical evidence, including website design, ingredient transparency pages, and social proof, further strengthens perceived reliability and professionalism (Sharp and Dawes, 2024). Altogether, empirical data supports the claim of NutriBeauty on ethical, effective, and holistic, beauty-from-within solutions.

[bookmark: _Toc216862871]3. Element 4: Reflection Using Gibbs’ Reflective Cycle
[image: Gibbs Reflective Cycle]
[bookmark: _Toc216862598]Figure 12: Gibbs’ Reflective Cycle
(Source: Gibbs, 1988)

[bookmark: _Toc216862872]3.1 Description
The undertaking included the development of a new brand concept for The Body Shop, NutriBeauty, as well as the overall marketing strategy, which was also substantiated by a visual pitch poster. The procedure required a combination of theoretical marketing models and practical decision making on brand development which includes STDP analysis and marketing mix. Preparation and the presentation of the pitch helped in gaining insights in strategic brand positioning as well as ethical market positioning.

[bookmark: _Toc216862873]3.2 Feelings
Initially, I felt confident because of the brand identity of The Body Shop as an ethical brand; however, I also felt uncertain when expanding the brand to a new product category. During the project, confidence grew, which could be supported by the scholarly literature that confirmed the strategy direction and the relevance of beauty-from-within products among the consumers (Galli et al., 2022). The process of making the pitch fostered a sense of achievement and helped to develop professionals.

[bookmark: _Toc216862874]3.3 Evaluation
A key strength of the venture was the strong overlap between the pre-existing brand ethos of NutriBeauty and The Body Shop that acted to reduce strategic risk and add credibility. The execution of design focused on sustainability and ethically inspired positioning, which strengthened the competitive differentiation. Nevertheless, a greater focus on the quantitative validation of markets could have gone to further strengthen pricing accuracy and demand forecasting. According to reflective learning literature, it is important to balance creativity and an analytical approach on applied projects (Praveena et al., 2025).

[bookmark: _Toc216862875]3.4 Analysis
The application of Gibbs reflective cycle helped to critically reflect on the strengths and limitations inherent in the brand process. The available empirical evidence shows that reflective practice brings more benefits to strategic thinking, communication skills, and professional judgement (Ahmadpour et al., 2025). The merging of academic theory and practical branding decisions increased confidence in the applied use of marketing frameworks in the real world (Nurlatifah et al., 2023).

[bookmark: _Toc216862876]3.5 Conclusion 
This project enabled the development of skills in the development of brand strategy, the implementation of the ethical marketing concept and the performance of competent professional presentation. Future improvements will focus on integration of more comprehensive consumer analytics, the empirical test of prototype concepts, and refining techniques for the use of persuasive communication. It is expected that the use of continuous reflective practice will support the continuous development of a professional and improve performance in future marketing strategies initiatives (Galli et al., 2022).

[bookmark: _Toc216862877]3.6 Action Plan 
Action Plan Based on Gibbs’ Reflective Cycle
	Area for Improvement
	Issue Identified from Reflection
	Planned Action
	How the Action Will Be Implemented
	Timeframe
	Expected Improvement

	Market Validation Skills
	Limited use of quantitative market data during early brand development stages
	Strengthen quantitative market analysis skills
	Use industry reports, market forecasts, and consumer data prior to concept finalisation
	Short term (1–2 months)
	More accurate pricing, demand forecasting, and evidence-based decisions

	STDP Application
	Heavy reliance on secondary data for segmentation and targeting
	Conduct primary consumer research
	Design and distribute surveys or focus groups to validate target audience insights
	Medium term (2–3 months)
	Improved targeting accuracy and stronger strategic relevance

	Strategic Analysis Depth
	Balance between creativity and analytical rigour could be improved
	Apply analytical tools alongside creative ideation
	Use frameworks such as SWOT, competitor benchmarking, and value proposition mapping
	Medium term (2–3 months)
	More robust and defensible strategic recommendations

	Presentation and Communication
	Nervousness during pitch delivery
	Improve professional presentation skills
	Practise mock presentations, seek peer feedback, and rehearse timed delivery
	Short term (2–4 weeks)
	Increased confidence and clarity during strategic pitches

	Reflective Practice
	Reflection initially focused more on description than critical evaluation
	Deepen critical reflection using Gibbs’ cycle
	Apply structured questioning at each Gibbs stage consistently
	Ongoing
	Enhanced self-awareness and continuous professional development

	Application of Theory
	Translating theory into practice required more confidence
	Strengthen applied learning
	Regularly link academic frameworks to real-world case studies
	Ongoing
	Improved confidence in practical application of marketing theory


[bookmark: _Toc216862882]Table 3: Action Plan 
(Source: Developed by Author)

[bookmark: _Toc216862878]3.7 Conclusion and recommendations
The present report shows that NutriBeauty is a strategically consistent brand extension for The Body Shop, with a strong fit to the company's ethical values and sustainability promises and the growing demand for beauty-from-within products. The combination of spike-timing-dependent plasticity (STDP) analysis and the 7Ps framework altogether justifies the unquestionable fit to the target market, drawing specific competitive advantages and supporting brand consistency. This recommendation proposes that The Body Shop undertake a pilot of NutriBeauty in select markets that is underpinned by primary consumer research aimed at honing down targeting. Additional legitimacy suggestions involve the frailties in resource allocation to the training of the staff in consultative selling, urging digital analytics to improve the measurement of performance, and expansion of refill infrastructure to improve service sustainability and customer loyalty.
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