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[bookmark: _Toc167555137]Task 1: Written Submission
[bookmark: _Toc167555138]Introduction 
Organizations in the current dynamic space are required to innovate themselves to keep up with the changing market pace. Technological disruption has compelled organizations to rely on innovative strategies to stay relevant and not left behind. Innovation ensures that organizations occupy a significant position in the market while being prepared for the future. Thus, business innovation relies on the implementation of new processes, services, ideas, and products to boost the bottom line. Innovative business strategies ensure the launching of updated products enhancing existing services and processes and implementing strategies for resolving business complications. The current study has focused on highlighting the innovative initiatives undertaken by The Body Shop while operating in the current dynamic market situation. The study further sheds light on the implementation of the SCAMPER model in context to The Body Shop while identifying different innovative approaches undertaken by Lush that can also be used by The Body Shop to overcome market challenges and gain competitive benefits. 
[bookmark: _Toc167555139]Main Body
The Body Shop International Ltd. is a UK-based skincare, cosmetics, and perfume organization founded by Anita Roddick in 1976 and has been operating under Ian Bickley. The corporate mission of the organization aimed to fight for a more beautiful world. Body Shop is involved with selling a diverse range of products in the body, face, makeup, hair, fragrance, and gift segments (Apostolov and Coco, 2021). The organization is involved with selling body lotions, body butter, and foot care in its body segments and a variety of serums, moisturizers, and toners in its face products segments. Furthermore, hair conditioners, shampoos in hair products, bath and body gifts, skincare gifts, bags, and boxes are also sold by the brand to meet its customer's demand. The brand believes products can meet the needs of haircare, body care, skincare, and toiletries and thus it has engaged in the introduction of products that encourage both men and women to enhance their self-esteem and gain confidence in what they do. Natural raw ingredients like coconut oil, shea butter, olive oil, avocado oil, and honey are used in the products of The Body Shop. As per the report based on leading body shop products in Great Britain, nearly 4.6 million customers have been reported to use body shop bath products and shower gels (Statista, 2024). The trending products in the face care products include body gel, vitamin C, and facial mask which have been prepared with shea butter (Ghana) and aloe vera (Mexico) to relieve customers from pain skin tightness, and itchiness. The brand through its "community trading program" ensures that all its products are made up of 100% plant and vegetables and are against animal testing (Sorescu and Schreier, 2021). 
As per a survey report based on business innovation, nearly 84% stated innovation to be the primary factor for growth (Forbes, 2024). Although innovation serves to be beneficial in helping organizations stand out in the competition, its speed and pattern of acceptance among employees largely affect the success of the innovation of products, and procedures within the business. Diffusion Innovation Theory highlights that 2.5% of employees within an organization are innovators who are open to new ideas, and 13.5% are early adopters who are comfortable with the adoption of new ideas and embrace the changes (Dana et al. 2022). 34% early majority believe in the effectiveness of innovation before accepting it completely while 34% late majority are individuals who are sceptical and will only accept change when accepted by the majority of people (Kraus et al. 2022). The remaining 16% belong to a laggard group who are conservative and fail to accept the change (Borah et al. 2023). The brand has undertaken initiatives to revolutionize the beauty industry through selling naturally as well as ethically sourced products (Febriane, 2022). A holistic approach has been undertaken by the brand to eradicate all forms of exploitation and review potential risks that might threaten business operations while reflecting the best practices that would enhance the organization's sales volume (Li et al. 2022). As per the view of Hena et al. (2022), the ethical consciousness of business serves to be impactful in protecting organizational reputation, maintaining sales, and contributing towards employee morale. Thus, sustainable sourcing of products helps organizations gain competitive benefits while operating in the competitive business space. In context to the brand, Body Shop has been involved with sourcing sustainable materials and ingredients of natural origins based on regenerative farming (Lee et al. 2020).
Positive Aspects for The Body Shop in context to innovation and creativity indicate its strong CSR approach and ethical branding. The Body Shop is well known for its dedication to moral business principles, including fair trade, sustainable sourcing, and cruelty-free merchandise. Customers who care about ethics are drawn to the brand and its reputation is strengthened. Due to the company's ethical position, its innovation and creativity has helped firm to develop a devoted clientele that appreciates sustainability and moral production, which has increased repeat business and strengthened brand advocacy. Since, The Body Shop attracts customers looking for green and ethical products by focusing on natural and ethically derived components, this innovation strategy has helped the brand stand out in the congested beauty and cosmetics market. Although innovation and creativity accelerate positive outcome for the organization but Sustainable development and ethical sourcing frequently come at a greater cost, which can have an impact on business margins and make it difficult to compete on pricing with less ethical brands. Furthermore, The Body Shop needs to consistently substantiate its ethical statements in order to prevent being accused of green washing, a move that, if handled carelessly, might damage the company's reputation. The Body Shop's unique selling pitch may be weakened by new competitors like Lush who are taking similar ethical stands in the increasingly competitive market for ethical beauty products. Supply chain challenges on the other hand highlight that ethical sourcing of all products complicate the supply chain and cause possible disruptions, which may affect the availability and consistency of the product.
Its initiatives to reformulate iconic products with a limited negative impact on the planet have resulted in the launching of new haircare products in 2021 made with vegan silk protein and are involved with maintaining transparency within its business operations. 
Innovative marketing strategies serve be one of the crucial factors contributing to strengthening relationships with customers and enhancing organizational success (Nasifoglu Elidemir et al. 2020). The "Activist Hubs'' initiative launched in 2019 has successfully transformed retail stores into "community spaces" where discussions, campaigns, and workshops emphasizing social and environmental issues were hosted. The brand prioritizes open communication with consumers providing them with detailed insights about product formulations, manufacturing procedures, and ingredients sourcing. Its innovative environmental approach has resulted in a reduction of 1046, 3919 tonnes of scope 1 and scope 2 CO2 emissions in 2021 respectively (Thebodyshop, 2024). 
A lack of innovation can affect consumer relationships and prevent organizations from occupying significant positions in the market (Shafi et al. 2020). Financial reports of The Body Shop highlight that the organization has earned nearly 799 million GBP in 2018, 487 million GBP in 2021, and 408 million GBP in 2022, indicating a reduction in its sales of the products after 2019 (Statista, 2024). Although the brand has gained significant popularity in the market among its consumers due to its unique sustainable initiatives, ethical sourcing, and ban on animal testing, it has failed to successfully captivate customers' interest. The organization's marketing focus shifted towards profitability, commercialism, and sales over its activist roots that has further resulted in lowering its profit share in the market.
Environmental consciousness has been the key differentiator that has separated The Body Shop from other key players in the market. However, with increased awareness of issues like animal testing and sustainability, the market has become much more saturated and crowded making it extremely challenging for the organization to stand out in the market. Reports highlight that The Body Shop has been involved with animal testing in its L’Oreal products in 2006, compromising the ethical position of the organization (retail-insight-network, 2024). Thus, its stagnation and failure to change with customers' needs is reflected through its sales performance where Brand’s revenue reduced 13.3% to £132.7 million in Q3 of 2023, indicating its failure to adopt to innovative strategies and failure to work on its point of difference has resulted in its downfall (Theindustry, 2024). The SCAMPER model has been used to challenge the status quo and explore new possibilities that would help Body Shop regain its position in the market. 
Substitute: The Body Shop competitor, Lush pose serious threat to organization’s operations and champion in ethical hardware ethical design and ethical data. Lush digital believes in ethical tech that gives back to the community as Lush utilised Unreal Engine technology to turn 2D animations into animated 3D characters (Lush, 2024). To stay relevant in the crowded market, Lush has reimagined its marketing tactics by investing more into strategic partnership and experiential offerings, rather than just relying on social media, thereby helping the brand to reconnect with consumer at personal level and convey values in concrete manner. The Body Shop can also rely on Survey and predictive analytics, present interactive content on website like ingredient exploration which will not only help the brand to differentiate itself from competitors but emphasis more on sensorial and meaningful connection with consumers. 
Combine: Successful digital marketing strategy of Lush involved combination of channel diversification and consumer-centricity by tapping into YouTube and Pinterest and connected with targeted consumers by relying on visual story-telling capabilities. The Body Shop need to focus on implementing customer-centric approach along with multifaceted approach like influencer marketing, catering to broad range of consumer lifestyle and preferences.  
Adapt: The availability of similar ethical beauty products has resulted in degrading sales of the brand. Technological advancement along with changes in consumer preferences has resulted in acceptance of a much wider variety of products while The body shop has failed to move with the times, thus resulting in the loss of the USP of the brand leading towards ultimate downfall. However, contradictory to that, Lush has been constantly experimenting with its products and looking out for new ways to launch new products in the market keeping in minds ethical sourcing and customer requirements. It prepares its products from organic fruits and vegetables with little or no preservatives while only utilising vegetarian ingredients.  
Modify: Success of Lush is not just attributed to its unique products rather it is about developing sensory experiences for attracting consumers. Visually striking, bright colours are used for providing customers with unique in-store experience, distinguishable fragrance of lush products, and opportunity for tactile arrangements for consumer to feel the products before purchase are the USP of the brand. The Body Shop just like Lush needs to invest more into developing its "differentiation point" to gain success by emphasising more on sensory marketing initiatives fostering increased engagement and interaction with customers. 
Purpose: Lush has been strongly connected with its roots, uphold its values through manufacturing products from organic vegetables, fruits, prevent animal testing, and prioritise honest dealing. The Body Shop similarly should rely on its core values including "Empowering women and girls, use of natural ingredients, growing partnership, championing sustainability and vegan products" to reconnect with customers.
Eliminate: Lush has been utilising advanced technology within its business operation for boosting its profitability. The brand has launched its in-app AI camera function for recognising products, providing customers with information about product ingredients and packaging, thus helping customers to better connect with products. Similarly, it is high time for The Body Shop to give up on traditional method like prints advertisements and should focus on the adoption of new approach like creating memorable events for consumers by providing them with the opportunity to participate in brand’s craftsmanship by permitting them to observed product production from start to end.  
Reverse: Lush has been positively maintaining its presence in YouTube and Pinterest by working in collaboration with influencers for investing in livestream shopping and developing content and has been maintaining strong connection with its customers directly through email, in-store experiences and websites. The Body Shop should also prioritise utilization of social media besides event and influencer marketing for promoting innovative marketing and values and interactive contents for effective outcomes.
	Sale
	422733

	Cost of goods sold
	160639

	Operating expense
	211367

	Interest expense (Income)
	1171

	Profit before Tax
	51899

	Tax
	15570

	Profit after Tax
	36329

	Dividends
	10900

	Earnings Retained
	25429


Table 1: Income Statement
(Source: The Body Shop, 2024)
As per the income statement, COGS of the Body shop has been reported to be 160639, profit before tax has been reported to be 51899, Profit after tax is 36329 while dividends is 10900. 
	Current Assets
	135275

	Fixed Assets 
	110600

	Total Assets
	245875

	Current liabilities
	118365

	Debt
	19520

	Equity
	147029

	Total liabilities and Net worth 
	245875


Table 2: Balance sheet
(Source: The Body Shop, 2024)
As per balance sheet, current assets of the organization have been reported to be 135275, Fixed assets has been recorded to be 110600, Total assets is 245875 while current liabilities has been recorded to be 118365. However, the debt has been recorded to be 19520. 
The brand has lost its charm and has failed to successfully attract potential customers who have been responsible for contributing towards organizational success (ShiI et al. 2020). However, it is essential for the organization to identify the loopholes existing within its business model and accordingly focus on utilizing survey tools to gain ideas about the consumer's perceptions regarding skincare and beauty products (Haefner et al. 2021). Body Shop should redefine its "ethical sourcing" and should focus on utilizing financial, technological, and human resources for optimizing services that would boost the organization's sales volume (Lanzolla et al. 2021). Integration of advanced technology like AI and IoT can help organizational leaders develop sustainable supply chains and help firms gain competency in the market (Tajeddini et al. 2020).  Initially, issues like animal testing, rainforest depletion, and Fairtrade were addressed by the brand that would successfully resonate with the customers and resulted in its increased success. The firm needs to focus on identifying its differentiator point by placing increased emphasis on unique marketing campaigns and product development and ensuring the development of enhanced connections with the customers (Anjum et al. 2020). 
[bookmark: _Toc167555142]Conclusion 
In the globalized era characterized by technological advancements and constant shifting toward the economic landscape, business innovation is something more than just a buzzword and is one of the crucial factors contributing to corporate success. The current study in the context of "The Body Shop" emphasizes the lack of innovation and inability to meet changing customer demands has resulted in the downfall of the firm. 
Recommendation 
However, based on the SCAMPER model analysis, it is recommended that The Body Shop should adopt consumer-centric business models while utilizing advanced technology and leveraging social media platforms to reconnect with the customers (Saura et al. 2023). 
The Body Shop has failed to develop a strong emotional connection with the consumers which has resulted in the loss of sales the organization and prevented the organization from gaining a strong position in the market. Body Shop has failed to realize the significant contribution of social media in boosting the sales growth of the firm and thus it is highly recommended that organizational leader needs to emphasize on social media marketing to regain its lost position (Newman et al. 2023). Influencer marketing along with content marketing campaigns can help raise awareness among the customers and contribute towards enhanced sales of the brand. 
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