[image: Discover University of Wales Trinity Saint David]
[bookmark: _heading=h.gjdgxs][image: Discover University of Wales Trinity Saint David]



Certificate in Higher Education- Employability Skills


An Analysis of the Factors Impacting the Body Shop
BMSW4014 
A2 Report
Lecturer: Rhiannon Akers


Student Name: Michaela Stoean-Cristea
Student ID: 2325709




Table of Contents
1. Introduction	3
2. Findings	5
2.1 PESTLE Analysis	5
2.2 PESTLE Analysis of the Factors Impacting The Body Shop	6
2.3 Stakeholder Analysis	9
2.4 Stakeholder Analysis of The Body Shop	10
3. Conclusion	11
4. Recommendations	11
References	12


[bookmark: _heading=h.30j0zll]



1. Introduction 
The Body Shop was launched in 1976 by Anita Roddick and is a worldwide cosmetics company, a leader in sales of natural cosmetics and adherent to the principles of environmental protection (The Body Shop, 2024). The Body Shop is a UK based company that has developed the image and identity of an organisation that addresses environmental and social issues by selling their products, which are non animal tested and are from fairly traded products. The Body Shop is the flagship company of L’oreal which was acquired in 2006 and was later sold to Natura & Co in 2017 several changes have been made to the company with an aim of rejuvenating the image of the brand while preserving the brand ’s fundamentals (Čirjevskis, 2020). Currently, The Body Shop franchise has stores over 3000 in over 70 countries worldwide and targets the diverse market clientele with consideration for the environment.












SWOT Analysis of the Body Shop
	Strengths
	Weaknesses

	· Strong brand identity and global recognition (Wang et al., 2021).
· Commitment to ethical and sustainable practices.
· Loyal customer base.
· Diverse product range.
	· High operational costs.
· Limited market share in some regions.
· Dependence on physical stores (Gao et al., 2021).
· Vulnerability to economic downturns.

	Opportunities
	Threats

	· Expansion into emerging markets.
· Growth in online and e-commerce sales.
· Increasing demand for ethical and sustainable products (Vadakkepatt et al., 2021).
· Innovation in product development and sustainable packaging.
	· Intense competition from other beauty brands.
· Changing consumer preferences.
· Regulatory changes impacting product formulations.
· Economic fluctuations affecting consumer spending (Loxton et al., 2020).
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[bookmark: _heading=h.1fob9te]2. Findings 
Identifying the operating environment in which The Body Shop operates is necessary to address the challenges it faces. This report reflectively dissects these potentialities through the use of frameworks such as PESTLE analysis and Stakeholder analysis. 
[bookmark: _heading=h.3znysh7]2.1 PESTLE Analysis 
PESTLE analysis is a tool that was specifically designed to assess the macro-environmental factors that may affect an organisation (Buye, 2021). PESTLE is an abbreviation of the Political, Economic, Social and Technological, Legal and Environmental factors influencing a business. The formulation provides organisations with a background check of the environment in which they operate and also assists in formulation of strategies.
PESTLE analysis gives an understanding of the macro-environmental factors that help in decision making by revealing factors that may threaten or benefit an organisation (Rahman and Mishra, 2023). It fosters anticipation and improved levels of organisational preparedness. It has certain disadvantages including, being processes that may take time and its need for constant update (Marmol, 2015). The analysis can be limited to general assumptions where certain features of industries might not receive attention. It becomes difficult to prioritise depending on the degree to which certain elements can be quantified since determining the degree of influence of other factors may not be easy (CIPD, 2024). However, these issues do not reduce the usefulness of PESTLE in terms of giving insights into macro-environment and overall implications for business operations as they happen in a constantly changing environment.






2.2 PESTLE Analysis of the Factors Impacting The Body Shop
	Factors 
	Description

	Political
	The Body Shop exists in numerous countries, and these places have different political settings and legal systems. Cosmetics, product safety policies and marketing policies greatly affect operations and revenues (Ferreira et al., 2022). To ensure the smooth operation of business processes, stable political conditions in the countries of the operating area are necessary. The situation can be chaotic when there are changes in tariffs or new regulations in the market.

	Economic
	The economic factors include growth rate, inflation rate, and the fluctuations of the currency used in the country where The Body Shop operates. Recessions may lead to cuts in expenditure on luxury goods such as beauty products while growth cycles increase consumers’ buying power and their affinity for superior brands (Andronic, 2021). This means that the company has to factor the price and the methods of putting the products into the market depending on the economic condition.

	Social
	The consumer awareness and demand for ethical and sustainable products are on the rise, which complements The Body Shop’s mission and vision. This means that changes in societal beauty standards and perception of beauty influence the manufacture and selling of beauty products (Laham, 2020). Consumers who are aware of animal cruelty, unfair trade, or social injustice are likely to be more loyal to the company owing to these policies. 

	Technological
	The use of technology is one of the main issues in which there are both possibilities and threats in The Body Shop. New technological tools, primarily embracing e-commerce as well as digital marketing, alter the nature of customer interaction and the market area (Thomas and Anderson, 2024). Popular platforms and social media expand consumer experience. Sustainability in packaging and sizes are used to create uniqueness but comes at a high cost and change process. 

	Legal
	Dealing with various legal aspects and industry regulation is a critical and time-consuming process. According to Ferreira et al. (2021), Global legal requirements on cosmetics, such as safety, labelling, and advertising laws must be as followed to protect the consumer interest and avoid legal implications. Changes in international laws of intellectual property rights, environmental conservation and labour rights also demand attention and adjustments accordingly. 

	Environmental
	Environmental factors are a core aspect of The Body Shop business. The high level of consumer sensitivity to environmental issues and the intentions to decrease one’s carbon footprint, preserve the planet’s natural resources, and support specie’s diversity can be easily aligned with this stated commitment. Changes in climate affect the availability of natural ingredients, and customer pressure on emissions and the use of plastic materials require the adoption of sustainability initiatives (Moshood et al., 2022). 
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2.3 Stakeholder Analysis 
Stakeholder analysis is a method employed in the identification of stakeholders and evaluating the influence of these stakeholders on an organisation (Kivits et al., 2021). Stakeholders are people who have an interest in the company and its operations, including the employees, customers, the suppliers, the shareholders, and the community in which the firm operates. These insights enable organisations to position themselves for interaction and to develop strategic plans based on stakeholders’ needs, expects and power. 
According to Kivits et al. (2021), Stakeholder analysis increases awareness of stakeholders expectations, facilitates their management and relationship building, and identifies emerging issues for strategic congruence and managerial decision making. But, it has some disadvantages as well, it can be biased based on its makers and might neglect important and powerful stakeholders that are not assertive or powerful, and constant and repeated confrontation and management. Besides, it may take a considerable amount of time and effort to implement, especially when a lot of information has to be processed. 
[bookmark: _heading=h.3dy6vkm]2.4 Stakeholder Analysis of The Body Shop
	Stakeholder
	Interest
	Influence
	Impact on The Body Shop

	Customers
	Ethical products, transparency, and high-quality offerings.
	High
	Drive sales, brand loyalty, and reputation (Khan et al., 2022).

	Employees
	Fair wages, good working conditions, career growth.
	Medium to High
	Affect productivity, innovation, and company culture.

	Suppliers
	Fair trade practices, timely payments, long-term partnerships.
	Medium
	Influence supply chain stability and product quality (Alshurideh et al., 2022).

	Shareholders
	Financial performance, sustainable growth.
	High
	Impact investment and strategic direction.

	Regulatory Bodies
	Compliance with laws and regulations.
	High
	Determine operational legality and market access.

	Media
	News coverage, brand image.
	Medium
	Influence public perception and brand reputation (Singh, Crisafulli and Xue, 2020).
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3. Conclusion 
The examination of The Body Shop through PESTLE and Stakeholder models indicates the multi-faceted nature of the company pertaining to the political, economical, social, technological, legal, and environmental context. The culture that is promoted within this organisation regarding ethical practices for business as well as sustainable practices correspond rather well with the changing consumer preferences, presenting new avenues for expansion. There are limitations including the economic fluctuation issue and the issue of competition in the market that one has to deal with carefully. To ensure the sustainability of its competitive advantage and improvement of market position in the context of the changing beauty industry landscape, The Body Shop should define its strategy based on the examination of its strengths, weaknesses, and stakeholders expectations. 
[bookmark: _heading=h.4d34og8]4. Recommendations 
Several strategic recommendations could be made to further strengthen the market position of The Body Shop and ensure more growth in the future. First of all, it is necessary to focus on the development of new and better digital assets that may optimize online customer experience so that more people will head to the company and shop more (Chevalier and Gutsatz, 2020). Second, the application of sustainability initiative by adopting the use of recycled material, cutting down on carbon footprints will appeal to the green consumers thus enhancing brand loyalty. Thirdly, diversification in the product portfolio to meet the regional palate and venturing into new markets shall leverage new growth drivers. Further, growing stronger corporate social responsibilities to achieve a better interaction within the communities ensures the improvement of brand image (Le, 2023.). Finally, a constant drive to develop qualitatively new products and the use of natural components and environmentally friendly packing will meet the changes in consumer preferences and maintain the competition in the constantly growing beauty market. Thus, taking into consideration these recommendations, The Body Shop must learn to overcome most challenges and be sustainable.
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