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Introduction 
The Body Shop is a well-known beauty brand with a strong global presence and a loyal customer base. It is known for its commitment to ethical sourcing, cruelty-free products, and environmental sustainability (Johnson, 2022). The brand offers a wide variety of products, including skincare, haircare and cosmetics, catering to different consumer needs. 
The Body Shop was founded by Dame Anita Roddick in 1976 in Brighton, England. From its inception, The Body Shop has been committed to social and environmental responsibility. It was one of the first companies to prohibit the use of ingredients tested on animals and to promote fair trade with developing countries (The Body Shop, no date). 
It quickly gained popularity and became a global brand with a presence in multiple countries (Clark, 2018). However, the repeated changes in ownership has weakened the brand’s core values and market position.  
The Body Shop is currently navigating significant financial and operational challenges, highlighted by its recent entry into administration in the UK and bankruptcy protection in Canada. These steps have been driven by a combination of internal and external pressures, including intense competition and a failure to innovate effectively against rivals like Sephora and Lush (Toronto City News, 2024). 
In the UK, The Body Shop’s administration aims to provide the stability needed to restructure and potentially find a buyer to secure its future. The company has had to close operations in various international markets and focus primarily on the UK to streamline its operations (Evening Standard, 2024).












A SWOT analysis of The Body Shop

[image: ]
This SWOT Analysis provides a snapshot of The Body Shop’s strategic position, highlighting its strengths, potential areas of improvement, opportunities for growth, and external threats it faces.



What is a PESTLE analysis?
A PESTLE analysis is a strategic framework used to evaluate the macro-environmental factors that can impact an organisation. The acronym stands for Political, Economic, Socio-Cultural, Technological, Legal and Environmental factors. By examining these areas, organisations can gain insight into the external forces that may influence their business operations (Marmol and Feys, 2015) 
PESTLE helps identify potential threats and opportunities, allowing for proactive strategies. Supports strategic decision-making and long term-planning. Keeps the organisation aware of significant changes and trends in the macro-environment. Enhances the organisation’s ability to anticipate and prefer for external pressure. PESTLE Analysis is an asset that enables an organisation to differentiate itself positively and gain a competitive edge in a particular sector (Marmol and Feys, 2015).
However, gathering and analysing comprehensive data can be time-consuming and complex. The vast amount of information can be overwhelming and may lead to an analysis paralysis. PESTLE provides a quick overview of the situation at one moment and may not account for rapid changes. The analysis can be subjective, depending on the perspectives of those conducting it. The analysis may not provide specific insight or actions but rather broad categories of factors (Marmol and Feys, 2015). 

A PESTLE analysis of the factors affecting The Body Shop
Political: 
· The Body Shop must comply with various regulations and policies concerning cosmetics, including safety standards, labelling requirements, and marketing restrictions. 
· [bookmark: _Hlk170156195]International trade policies and tariffs can significantly influence the cost and availability of raw materials and finished products for The Body Shop. An increased tariff by the European Union on importing shea butter from West Africa would raise the importing costs and could force The Body Shop to adjust its pricing strategy. Products containing Shea butter might become more expensive, potentially reducing demand if consumers are sensitive to price increases (Johnson, Scholes, & Whittington, 2008).
Economic: 
· The COVID-19 pandemic caused economic instability and reduced consumer spending on premium and non-essential products like cosmetics. With less disposable income, people tended to buy cheaper items. This effected The Body Shop’s turnover and profitability. 
· Fluctuations in currency exchange rates can impact the cost of importing raw materials and exporting products.
· [bookmark: _Hlk170155753]High inflation rates can increase the cost of production and decrease consumers’ purchasing power (Yuksel, 2012). 
Sociocultural:
· Increasing consumer awareness and preference for ethical, cruelty-free and environmentally friendly products algin with the body shop's brand values. 
· Changing demographics, including ageing populations and growing middle-class segments in emerging markets, can influence product demand. The demand for the Body Shop’s products dropped in the UK as the population got older and the younger consumers are buying elsewhere.
· [bookmark: _Hlk170474808]Trends such as the natural beauty movement and wellness can boost demand for The Body Shop’s products (Gupta, 2013). 
Technological: 
· The Body Shop can capture a wider audience and increase convenience through digital marketing. The body Shop must raise online presence to attract young  customers by posting high-quality images, videos, story showcasing products, tutorials on platform like Instagram, Facebook and TikTok. Partner with beauty influences to review products. 
· Advances in cosmetics science can lead to the development of new products that meet consumer needs.
· [bookmark: _Hlk170475957]Improved supply chain management technologies can enhance efficiency and reduce costs (Yuksel, 2012).
Legal:
· It is crucial for The Body Shop to compliance with the European Union’s Cosmetic Regulation (EC) No 1223/2009 for product approvals and customer trust.
· Legal restrictions on advertising, especially concerning health claims and environmental impact, must be adhered to.
· Protection of trademarks and patents is essential to safeguard the brand and its innovations (Johnson, Scholes, & Whittington, 2008).

Environmental:
·  Environmental regulations and the need for sustainable practises in sourcing, production, and packaging are critical.
· Droughts, unpredictable rainfall, and extreme temperatures in Mediterranean regions and California can stress almond trees leading to lower yields. This reduction in supply can make almond oil limited and more expensive. The Body Shop would face increased costs for this key ingredient, affecting their overall cost structure.

What is a Stakeholder analysis? 
Stakeholder analysis is a systematic approach to understanding and managing the interests and influences of various stakeholders in a project  (Bonnafous-Boucher and Rendtorff, 2016). It offers several advantages, such as enhanced understanding and support from stakeholders, improved decision-making, conflict prevention, and better resource allocation (Freeman, Harrison, & Wicks, 2007). However, it also has disadvantages, including being time consuming, complex subject to change, and potential bias (Mitchell, Agle, & Wood 1997).

A stakeholder analysis of The Body Shop
The Body Shop operates in a complex environment with various stakeholders. These stakeholders include customers, employees, suppliers, the community, shareholders, and regulatory bodies. Each group has distinct interests and influences on the company (Freeman, 1984).
 Stakeholder identification and interest 
1.Customers:
Interests: High quality ethically sourced products transparency insourcing sustainability fair pricing.
Influence: Customers drive sales and can impact the brand’s reputation through word of mouth on social media.
2.Employees:
Interests: Fair wages, safe working conditions, job security, career development opportunities,  and a positive work environment.
Influence: Employees affect productivity and service quality, which in turn influences customer satisfaction and company performance. 
3.Suppliers:
Interests: Fair Trading practises, timely payments, long term partnerships, and adherence to ethical sourcing standards. 
Influence: Suppliers can impact the quality and availability of products affecting the overall supply chain efficiency.
4.Community
Interest: Environmental sustainability, local economic development, corporate social responsibility activities.
Influence: Community support can enhance the company’s  local reputation and foster a loyal customer base. 
5.Shareholders: 
Interests: Financial returns, sustainable growth, and effective corporate governance.
Influence: Shareholders can influence company policies and strategic directions through voting rights and pressure on the management. 
6.Regulatory bodies
Interests: Compliance with laws and regulations, ethical business practises and industry standards
Influence: Regulatory bodies can impose fines, sanctions, or other penalties for non-compliance,  affecting the company's operations under reputation. 

Conclusion	
Recently The Body Shop has been put into administration due to prolonged financial difficulties stemming from low sales and declining profitability. These issues have been exacerbated by increased competition from other ethical brands, which diminished The Body Shop’s unique selling point. Additionally, a lack of effective innovation compared to rivals like Sephora and Lush, along with repeated changes in ownership, has weakened the brand’s core values and market position (Butler and Davies, 2024).
The PESTLE analysis conducted on The Body Shop has offered a comprehensive and detailed understanding of the external environmental factors affecting the company. This analysis has helped identify potential opportunities for the business growth and sustainability. 
Effectively managing stakeholder relationships is crucial for the body shop's sustainable success. By understanding and addressing the diverse interests and influences of its stakeholders, the company can enhance its reputation, drive growth, and maintain its commitment to ethical and sustainable business practises (Mitchell, Agle, & Wood 1997).
To return to financial stability The Body Shop should reduce physical stores and increase online sales instead of permanent closure (Butler, 2024). The brand must evaluate the utilisation of existing assets, including real estates. Consider selling or leasing underutilised properties to generate cash flow (Geltner et al., 2013). Asses the performance of all product lines.  Discontinue underperforming products and focus on best-sellers and high-margin launch items (Kotler & Keller, 2016). Partner with other brands or influencers in the beauty and wellness space to create co-branded products or marketing campaigns. This can increase brand visibility and attractive wider audience (Varadarajan & Cunningham, 1995). 

Recommendations 
To maintain sustainability, I recommend The Body Shop to:
· [bookmark: _Hlk170475715]Introduce new products lines that cater to emerging consumer trends, such as vegan cosmetics and Wellness products (Gupta, 2013).

· Utilise social media platforms and collaborate with influencers to reach a broader, younger audience emphasising the body shop's ethical values and sustainability efforts. 
· Create valuable blog content around beauty, skincare, and ethical consumption to attract organic traffic (Yuksel, 2012).

· Develop or enhance loyalty programmes to retain existing customers and attract new ones. Personalised promotions, exclusive member benefits, and rewards can boost customer engagement (Peppers & Rogers, 2017).

· Source almonds and other ingredients from multiple regions to spread risk and ensure a more stable supply. 

· Implementing virtual try on features for makeup and skin care products will allow customers to see how products look on their skin before making a purchase.  This technology can offer immersive shopping experience and significantly boost online sales (Johnson, 2021). 
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Strengths   Weaknesses     

     Strong golbal brand recognition       Huge francise network      Brand Loyality         A unique and extensive product  protfolio fearuring all - natural and  ethically sourced offerings.       Sustinability         Loyal customer base            High prices on products       Drastic decline in recent years       Significant reliance on physical stores, which  can be a disadvantage during economic  downturns or global crises like COVID - 19.       Increased competition of ethical brands has  faded away the unique selling point of The Body      L ack of effective  innovation compared to rivals  like Sephora and Lush      E thical sourcing and production processes can  lead to higher operating costs, affecting  profitability.    

Opportunities  T hreats   

     Leveraging digital channels to expand  online sales can capture a wider  audience and increase convenience         Growing importance for health      Devloping new product lines, such as  vegan or more specialised skincare  products, to attract niche markets           Building up their supply chain      Collaborations with influencers or  orther ethical brands can enhance the  Body Shop market presence and  brand appeal.         Investing in sustainable packaging  and innovative eco - friendly products  to stay ahead of market trends and  regulatory changes       R apid changes  in consumer preferences and  trends can impact sales if The Body Shop fails to  adapt quickly.         Highly competitive market with numerous  brands offering smiliar ethical and natural  products         Economic instability can reduce consumer  spending on premium and non - essential  products         Changes in international regulations related to  cosmetics and sustainability could increase  compliance costs        Depndence of ethical sourcing from specific  region may lead to vulnerabilities in the supply  chain, especially in times of geopolitical or  environmental disruptions e.g.   w a r , flood.   


