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[bookmark: _heading=h.gjdgxs]Introduction
Anita Roddick, an innovative businesswoman, started The Body Shop International Limited, which most people just call "The Body Shop," in 1976. This global beauty brand has more than 3,000 stores in 65 countries (The Body Shop International, 2023) and is known for being one of the first in the cosmetics business to take corporate social responsibility seriously. The Body Shop has made a name for itself in the crowded cosmetics market by focusing on doing business in an honest way. For example, they are strongly against animal tests and care about the environment. More over, Roddick wanted to make a business that could do good, which is what led to the start of The Body Shop in Brighton, England. This philosophy is clear in all of its goods, from skin care to hair care, which are advertised as being made in an ethical way with natural ingredients (Jones, 2021). 
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Fig: The body shop Logo (Logos world, 2022)
At the moment, The Body Shop has to deal with a complex and changing business environment. Strategic assessment tools like the SWOT analysis are very important in a time when customer expectations change quickly and competition is getting tougher. The Body Shop's strengths are its well-known brand name and its loyal customers who care about ethical shopping. There are chances to make money by going after new markets where people want eco-friendly goods more (Smith, 2022). That being said, the company does have some flaws and risks. It has to deal with higher prices that might turn off shoppers on a budget and problems in the global supply chain that make operations harder. Also, rules about using natural and organic products are getting stricter (Brown & Black, 2023). Even with these problems, The Body Shop has been able to keep its unique place in the market by staying true to its values. However, a SWOT analysis gives a detailed look at how flexible and innovative The Body Shop is in answer to outside pressures, which is an important part of its strategy. Davis (2022) says that companies like The Body Shop need these kinds of strategic models to help them deal with the complicated global markets. The analysis highlights that the company's proactive approach to embracing sustainability not only meets a market demand but also mitigates risks connected with environmental regulations and consumer advocacy (White, 2023). This report will use PESTLE and stakeholder analyses to show that The Body Shop's long-term success depends on its ability to come up with new ideas and change with the times in the beauty business around the world.
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[bookmark: _heading=h.1fob9te]What is a PESTLE Analysis?
PESTLE analysis is a strategy tool used to look closely at the big picture factors outside of an organization that could have an effect on it. Six key types of factors are used in this method: political, economic, social, technological, legal, and environmental (Grant, 2018). One benefit of this analysis is that it can give a full picture of the environment from many sides, which helps with making strategic decisions (Johnson, Scholes & Whittington, 2021).
[bookmark: _heading=h.3znysh7]PESTLE Analysis of The Body Shop
Politics: Because The Body Shop sells things all over the world, it has to deal with political unrest, trade restrictions, and changes in labor laws. Brexit has caused uncertainty and the possibility of tariffs that will affect its business in the European market (Smith, 2019).
Economic: Changes in the value of the dollar, inflation rates, and economic downturns can all affect what people can afford to buy and how they spend their money, which can have an effect on sales (Doyle & Stern, 2016).
Social: More and more people want to buy goods that are made in an ethical way and don't hurt the environment. This trend fits well with The Body Shop's approach to doing business in an honest way, which boosts its brand image and customer loyalty (Holt, 2024).
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Fig: PESTLE Analysis (Idea, 2022)
Technological: The Body Shop can improve its online presence and digital marketing tactics thanks to fast growth in digital technology, which is important for reaching more customers (Porter, 2021).
Legal: The Body Shop has to make sure that all of its goods meet all applicable laws in all markets because of strict rules about product safety, ingredient disclosure, and environmental issues (Kotler & Armstrong, 2020).
Environmental: There is a direct link between environmental problems and The Body Shop, since it uses natural products. When the environment and wildlife change, it could put its supply chain at risk (Elkington, 2017).
[bookmark: _heading=h.2et92p0]What is a Stakeholder Analysis?
Some people who have a stake in a project or plan can be asked what they want and then those wants can be ranked (Freeman, 2024). One of the benefits is that it can help with strategic planning and working together by understanding and meeting the different needs and effects that each project partner might have (Savage et al., 2021). Cons include how hard it is to balance the needs of many stakeholders and the chance of disagreements, which can slow down or stop projects (Bourne & Walker, 2015).
[bookmark: _heading=h.tyjcwt]Stakeholder Analysis of The Body Shop
Customers: Customers place a high value on goods that are ethically and sustainably sourced. Their happiness leads to repeat business and improves the brand's image.
Employees: Look for ways to work that are fair and in line with the standards of the company. Employee support can improve The Body Shop's image as a moral business and make operations run more smoothly.
Suppliers: Suppliers must follow The Body Shop's rules for ethical and environmentally friendly business practices. They must be involved with the company all the time and be audited to make sure they do so (Jones, 2015).
Investors: Investors should look for a business that does the right thing and makes money at the same time. It is important to be clear about how ethical behavior leads to long-term profits (Freeman, 2024).
NGOs: These groups often work together on environmental and social projects. Their help can boost The Body Shop's credibility and help with targeted marketing (Smith, 2019).
Regulatory Bodies: Make sure that national and foreign rules are followed. The Body Shop has to deal with these relationships to make sure that all of its processes follow the law (Kotler & Armstrong, 2020).
[bookmark: _heading=h.3dy6vkm]Conclusion
As we can see, the PESTLE and Stakeholder analyses gives a full picture of The Body Shop's complex business setting. The company's moral basis and dedication to sustainability make it a strong contender in a market where consumers are becoming more aware of and demanding responsible business practices. But the studies also show that there are big problems. Global instability and changes in the market could have an effect on working efficiencies and cost structures, both politically and economically. When it comes to technology, there are chances to make progress and reach more customers, but companies also need to keep coming up with new ideas to stay competitive. From the point of view of the stakeholders, managing different and often competing interests needs complex plans and effective participation. The Body Shop needs to remember these goals and stay true to its values while running its business honestly. Finally, The Body Shop needs to be able to handle these outside forces and keep its ties with important people in good shape if it wants to keep its market share and grow in the future. 

[bookmark: _heading=h.1t3h5sf]Recommendations
Based on the findings of the PESTLE and Stakeholder studies, The Body Shop can use its past as a brand and its commitment to doing things in an honest way to do well in a market that is changing quickly. But here are some strategic suggestions to make sure long-term growth and a competitive edge:
Improve Digital Engagement with Customers: Smart digital marketing tools like AI and data analytics should be bought by The Body Shop to make the customer experience more unique. The company can get customers more interested and make more sales by tailoring ads and marketing messages to each person.
Expand product innovation: People want eco-friendly and long-lasting products more than ever, so The Body Shop should keep coming up with new eco-friendly products and ways to package them. Biodegradable materials or containers that can be used more than once can help a company stand out from others in the same area (Marmol et al., 2015).
Make the supply chain more resilient: The Body Shop should make its supply chain even bigger to lower the risks that come with new rules and changes in the environment. Here, getting goods from more than one place and working with local sellers can help one avoid being too dependent on any one area. 
Get more involved with communities and stakeholders. It's important to get along better with local stakeholders and communities. More work and relationships with local groups could be done by The Body Shop, especially in places that are still growing. This approach not only gets the company more attention around the world, but it also fits with its values by doing good things in the places it does business (CIPD, 2024).
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