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Founded by the late Dame Anita Roddick in 1976 in Brighton, UK, The Body Shop is an iconic brand that has become a global name in ethical and sustainable beauty. Upon initial launch, The Body Shop stood out as a natural, anti-animal testing brand at a time when many consumers were beginning to raise awareness about the power of business to effect environmental and social change. During the years, the company grew both their product line and geographical presence, standing true to its mission of making everyone feel good in their skin, and changing the world.
When L'Oréal purchased The Body Shop in 2006, the acquisition brought questions about the collusion of company values. But this unbeknown purchase was what would supercharge The Body Shop into the billion-dollar global brand. The brand was then sold to Natura & Co in 2017, a Brazilian cosmetics group that is adamant in its sustainability practices. While the nature of the market has changed, The Body Shop has continued to evolve and finds itself facing a new set of challenges as the world becomes more digital and brands have to figure out how sustainability will fit into a virtual landscape.
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The external macro-environmental factors are identified within the PESTLE analysis tool which provides a strategic overview of the market changes affecting the business and analysis of these potential events. PESTLE is an acronym for Political, Economic, Social, Technological, Legal, and Environmental factors. It gives a detailed model to get the larger picture of the scenario in which a business exists (CIPD, 2024). By analyzing these six dimensions, organizations can track market trends, conform to the pressures coming from outside and find what opportunities and threats they are going to face. PESTLE analysis provides a greater picture for analysing the environment It enables managers to include the environmental factor when making a decision. Gaining and analysing information in each parameter and detail may take time and require a lot of data at certain points, the number of factors may make it hard to reach a decision.
PESTLE Analysis of the Body Shop
Political Factors
The Body Shop is part of a global political landscape, littered with obstacles even greater than those in Canada. Political. The rather immediate political aspects would be Brexit near UK trade regulations and labour markets, in the case of UK-based (Adair, 2019). Furthermore, raw material costs and their availability can be influenced by international trade policies and tariffs. In sourcing, the country's political stability is important as it changes the supply chain and hence product availability.
Economic Factors
Consumer purchasing power is usually affected by global economic swings. When the economy takes a hit, people are less likely to spend $60 on blush or $30 on lipstick they stay home anyway. Volatility in exchange rates can affect profitability (Proctor, 2019). The Body Shop is making and spending money in many currencies. Inflation, as well as changes in labour costs in the regions in which they produce, can also influence pricing strategies and bottom-line profitability.
Social Factors
The Body Shop is capitalizing on a trend towards increased consumer demand for ethically sourced and environmentally sustainable products. The trend for increasing demand for vegan foods for reasons of environmental issues and animal rights correlates with GFI's values (Amaral et al., 2020). Other factors promoting growth, demographic shifts (the burgeoning purchasing power of a sustainability-minded, younger generation of consumers) and. But to secure consumer trust, marketers must also be wary of staying true to themselves and not falling into the trap of greenwashing.
Technological Factors
The Body Shop has a lot of potential with technological developments. Sustainable manufacturing processes and packaging Innovations can minimize the impact on the environment and save operational costs. The second trend is that the rise of digital marketing and e-commerce platforms serves as a means for wider market reach and personalised customer engagement (Farida and Setiawan, 2022). But being up with technology is an ongoing investment and to stay current adaptation is key.
Legal Factors
The Body Shop Is Subject to a Multitude of Rules Relating to Selling Cosmetic Products and Ethical Standards and Regulations on animal testing, which are different for each country, and also affect the way products can be developed and launched in the market (Clark, 2020). Adherence to global trade laws as well as environmental rules is also extremely critical if are to not be penalized and continue to keep the brand from serious harm.
Environmental Factors
It has come under growing pressure to reduce its carbon emissions and improve its green credentials. Recycling is one way to reduce plastic usage but in practice, sustainable sourcing of raw materials is essential and it is important to reduce single-use packaging or ensure that all packaging is at the very least recyclable (Krishna and Arora, 2022). Longer term challenges such as climate change and resource scarcity are also on the increase is vital that these are managed well in advance to ensure sustainable business.
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A stakeholder analysis is a process used to identify, assess and prioritise those individuals and groups vested in success and how they can impact or are impacted by the organisation's performance. A strategic management tool to clarify the what, who, or how of an organisation must meet the needs and expectations of customers, employees, suppliers, shareholders, and regulatory bodies (Hunt et al., 2021). This has discussed some benefits of stakeholder analysis that can help make more informed decisions and communicate more effectively as well as easily manage stakeholder relationships. But it can be complicated and must continually monitor it to account for stakeholders evolving interests and influences.


Stakeholder Analysis of the Body Shop
The Body Shop cannot succeed without customers they prefer products of high quality, environmentally friendly, want to know more about the process and demand sustainability, making the product produce a less negative impact. Their buying decisions drive sales and profits. One way to maintain a long-term relationship with the consumers is to treat them with goodwill, through consistently delivering quality, ethical products and services and handling customer inquiries promptly.
The Operating Mode of the Pioneering Worker In general, a revolution worker can be divided into two dimensions, one is towards personal growth, and the other is towards parents and friends. The employee ladder is a ubiquitous pattern in many companies in the West (Lush, 2022). They need to possess the right skills, and be committed and at the same time their culture needs to match the company's values. High productivity and a strong brand image result from engaging and motivating employees through fairness, career development opportunities, and an inclusive work environment.
Quality and sustainability of products, in particular, rely on having good suppliers. The Body Shop sources raw materials from a worldwide community of suppliers ethically and sustainably. Comprehensive supplier relationships: Creating long-term, reliable and honest partnerships with suppliers allows for a stable supply chain, the capacity to continue sourcing ethically, and to bring innovative, sustainable, new ingredients to market.
Financial strategy The Body Shop Shareholders drive corporate governance at The Body Shop They look for financial returns which are sustainable while ensuring it is ethical to business. Shareholder trust and alignment are much easier when company performance, strategic initiatives, and ethical values are communicated transparently.
Public perception and market positioning are heavily influenced by NGOs and advocacy groups. This can be positive since they can boost the reputation of The Body Shop or vice versa. Working on sustainability and social justice initiatives with these groups enhances credibility and commitment to ethical practices.
Legislation and regulatory authorities govern The Body Shop. The rules relating to the warranty of cosmetic products, environmental legislation and labour standards, just like anywhere else in the world, are strict (Yue et al., 2021). Engaging with them proactively and maintaining compliance to ensure smooth operations and in anticipation and adaptation to changes in regulation.
The Body Shop uses systems for regular engagement and feedback to manage these stakeholders well. Customer surveys, employee engagement programs, supplier audits, shareholder meetings, partnerships with NGOs (non-governmental organisations) and compliance with government regulations all fall into this category. This builds strong relationships and ensures stakeholder requirements and expectations are met to contribute to the long-term success of the business.
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The Body Shop must operate within different dynamic and challenging business environments as it has to manage its operations in Political, Economic, Social, Technological, Legal and Environmental factors. Analysing those factors and stakeholders, one may argue that a company's commitment to ethical practices and sustainability is key to its success. Capitalising on opportunities including the rising trend of consumers seeking ethically responsible products and investing in innovative solutions will steer The Body Shop towards success despite threats such as regulatory reform changes and the threat of competition being at a time high. To maintain its status as a beauty industry leader, Sephora will need strong relationships among stakeholders and careful strategic management.
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