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Introduction 
Teamwork is defined as the combination of different actions that are performed by the different people with the different mentality of the same group. Moreover, teamwork is also defined as the corporation in between different people and employees who are working in the same organisation and on the same task (Brock et al., 2017). Teamwork holds great importance in society and in the organisation as well. When people working in a team on the same task then this thing increase the efficiency and effectiveness of the work b because every person have different mind and different ideas and the involvement of different ideas always carries out the better and effective result. Moreover, teamwork holds great importance because by working in a team on the same task increase the efficiency of the work because all the people in a team are working on the same task with different minds and ideas for achieving the common aim (Ghaferi and Dimick, 2016). 
Moreover, communication is defined as the exchanging and imparting of a different kind of information by writing, speaking and listening. Communication is also defined as a simple act that highlights the transferring of information from one place to another place, which includes a person or the group of a different person (Adler et al., 2016). Communication holds such great importance in the organisation as it considers as a medium for exchanging the information in between different people. Communication is considered as an important factor that helps the management and employee of the organisation in managing, organising, planning and controlling different situations of the organisation. Moreover, with the help of communication, it becomes easy for the employees to perform their responsibilities and jobs efficiently by judging the mind of the other person by understanding the internal thoughts of the different people within an organisation. (Markovic and Salamzadeh, 2018). 
For proceeding this assignment "The Body Shop" is the organisation, which have been selected. The body shop is one of the leading beauty shops of the United Kingdom, which is a well-known beauty business organisation in the world. The Body shop deals in the beauty product like cosmetics, perfumes, skincare products and hair care products as well. Moreover, the body shop is a United Kingdom-based organisation, but people can find the stores of beauty shop all over in the world because they deal in the whole world. Like every other business organisation, communication is also considered as an important one in the body shop as well. The body shop sells their beauty product to the world, so the communication factors help them to understand the needs and demands of the people and also help in analysing their week points by taking reviews from their customers. Moreover, communication is considered as an important factor in an internal organisation as well because it creates a peaceful environment in the organisation (Chun, 2016). 
Types of Communication 
In general, six different types of communication are effectively used by the people in their business organisation, but for this piece of writing effectiveness of a verbal and non-verbal type of communication will be analysed in general and in the body shop as well. 
Verbal Communication
Verbal communication is one of the most commonly used types of communication because every people around us and in the organisations as well usually used the approach of verbal communication. Verbal communication is defined as the sharing and distribution of information among different individuals by using the approach of speech. Verbal communication is more effective than any other type of communication because it has been observed by exploring the organisations that people usually understand spoken words rather than written words. Moreover, in verbal communication, the speaker and listener need to use the appropriate words and tone of voice because it is matters a lot in verbal communication. Moreover, verbal communication is defined as the use and combination of different words that are efficiently used by the speaker for sharing their ideas, information and thoughts with the other people of the organisation (Adler et al., 2016).
The body shop follows the approach of verbal communication in their organisation effectively for dealing with the internal issues of the organisation. In a survey, it has been deliberated that the body shop uses the approach of verbal communication with their internal employees and with their customers as well. With the help of verbal communication, all the internal matters are solved efficiently because people understand the spoken words clearly. However, body shop also used the verbal communication approach with their customers as well for judging and understanding their minds, their needs and their demands and then provide the services and products accordingly, which directly increase their productivity rate in the world and help in generating the great amount of revenue. 
Non-verbal Communication
On the other hand, non-verbal communication is defined as the process or method of communication that is used for sharing the ideas, information and thoughts with other people without the usage of spoken words and language. Non-verbal communication is usually counted in the formal type of communication, and it is used in the organisation for dealing with the external and sometimes internal matters of the organisation as well. Non-verbal communication is used by the employees in an organisation when they have to deal with the higher-level management of the organisation for dealing with the people who are out from the organisation. The common and most usable platform of non-verbal communication that is used by the organisations is the email (Mehrabian, 2017). 
Moreover, the body shop used an approach of non-verbal communication for dealing with their external issues of the organisation and most importantly, for dealing with online customers as well. For dealing with online customers over the internet through email or marketing post is considered as an effective way of providing satisfaction to their customers. 
Theories of Communication 
There are three theories of communication, which is usually used by organisations according to their needs and situations, and all of them are mentioned below. 
Shannon-weaver Model of Communication
This model contains six different concepts. The first one is the sender, the second one is the encoder, the third one is the channel, the fourth one is the decoder, the fifth one is the receiver, and the sixth one is the noise (McPhee and Poole, 2016). 
· Sender – sender is also known as the information source and consider as the person who is the maker of the message after that chooses the unique channel of the message and after choosing the channel send the message to the receiver on the selected channels.
· Encoder – encoder is also known as the transmitter and consider as a person who sends the message by using any of the machines that convert the sent data into binary data or in signals. An encoder is considered as the message converting machine.
· Channel – channel is considered as the medium that is used by the sender for sending the message or data.
· Decoder – decoder is considered as the machine that converts the binary data and signals into a message and also considers as the receiver, which translates the received message from binary data or signals.
· Receiver – receiver also known as a destination or a person who received the message after conversion and after that provides the feedback according to the received message.
· Noise – Noise is considered as the physical disturbance like people or environment within the surroundings, which create the disturbance in the path of sending a message. 
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Figure 1: Shannon-weaver Model of Communication
The body shop uses this model when they want to communicate their customers over the internet but within the same country because this model deals with the people of the same region. Most of the time, this model is used by the body shop when they need to use to a platform of emailing system over the internet. 
Berlo's Model of Communication
This model contains four different components; the first one is the source, the second one is the message, the third one is the channel, and the fourth one is the receiver, and for this, this model is also known as (SMCR) model of communication (Turaga, 2016). 

Source
The source is defined as encodes of the message.
· Communication skills – it highlights the communication skill of a sender that how effectively the sender is communicating the message.
· Attitude – an attitude of the sender and receiver generates a huge and strong effect on the message.
· Knowledge- knowledge highlight the familiarity of the message of how conversation-relevant message has been sent to the receiver.
· Social system – this highlights the beliefs, values, rules, religion and laws related to the sender and receiver. 
· Culture – it defines the culture of the sender and receiver as if the sender and receiver are from the different regions, then something finds offensive for the sender. 
Message
· Content – this defines the starting, ending and the whole body of the message.
· Elements – elements are highlighted as the non-verbal things that are used along with the content.
· Treatment – this defines as the approach in, which message is transferred to the receiver. 
· Structure – this defines the arrangement of the content in the message.
· Code – this defines as the code from, which the message is transferred. 
Channel
· Hearing – it defines the listening of the message.
· Seeing – it defines the perceiving of the message.
· Touching – it defines the non-verbal communication in the message.
· Smelling – it defines the collection of information or data with the help of smell.
· Tasting – it defines the sending of information to the receiver.
Receiver
Receiver defines as decodes of the message and contains all the same components of the source channel. 
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Figure 2: Berlo's Model of Communication
This model is used by the body shop when they need to communicate with people all around the world with their online and outlet posting related to the marketing and promotions of the product and their brand. While using this model, the body shop takes care of every small thing related to the ethics of the people and only post appropriate things for the promotion of their products. This model is for communicating in different countries, so this means that the body shop needs to be very careful about the things because it is not known by anyone that what thing will be considered as offensive for the people of another region or countries. 
Schramm's Model of Communication
This model contains four different concepts. The first one is the sender, the second one is the message, the third one is the receiver, and the fourth one is the semantic barriers (Dissanayake, 2018). 
· Sender – sender is defined as the person who converts (encodes) or sends the message.
· Message – this is defined as the content of the message.
· Receiver – This is defined as the person who interprets (decodes) or receives the message.
· Semantic barriers – this highlights the experiences, beliefs and values that create a strong impact on the sender is sending the message and on the receiver in interpreting the message. 
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Figure 3: Schramm's Model of Communication
This model is used by body shop in usual and regular communication with their customers who are present on their online portals, websites, applications and their physical outlets as well. This communication model holds the past experiences and strong values or beliefs of the brand from, which the body shop guide and communicate with their customers and their internal organisational staff as well. 
Conclusion 
So from the above discussion, it has been concluded that the body shop is one of the leading beauty brands in the world which was started from the United Kingdom and now processing their self in the whole world. Like every other organisation, the body shop also analyses that the communication and teamwork are very important for their organisation because with the help of teamwork they can complete their small and large task in an efficient manner with the involvement of many different people. Along with this, the factors of verbal and non-verbal communication is also defined in this written assignment related to the body shop. Moreover, this written piece also highlights the three different theories of communication, which are used by the body shop according to their situation and need of the organisation. 
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