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Introduction
Anita Roddick established the internationally recognisable beauty and cosmetics brand The Body Shop in Brighton, England in 1976. The company is well-known for its moral business practices. Long before the use of natural and cruelty-free components in cosmetic products became popular, the brand was a pioneer in this field. The Body Shop prioritises social involvement, fair trade, and sustainability in its more than 3,000 locations across more than 70 countries (Smith, 2021). 
Even with its ethical approach and strong brand identification, The Body Shop confronts a number of difficulties in a very competitive industry. A thorough examination of the elements affecting the business might reveal strategic changes that are required for long-term competitiveness and growth. This research uses a stakeholder analysis to comprehend the numerous interests and impacts on The Body Shop and a PESTLE analysis to look at the macroenvironmental variables impacting the organisation.



Findings
PESTLE Analysis
Definition and Advantages/Disadvantages
An organisation can be impacted by external macro-environmental variables, which can be found and analysed using a PESTLE study, a strategic technique. PESTLE is an acronym for the following factors: Political, Economic, Social, Technological, Legal, and Environmental. A PESTLE analysis's main benefit is that it offers a thorough picture of the outside factors affecting a company, which is helpful for risk management and strategic planning. But because these parameters are dynamic, it can also take a lot of time and may need to be updated often (Smith, 2021).
PESTLE Analysis for The Body Shop
1. Political Factors
· Regulatory Environment: The Body Shop must follow various requirements in different nations, such as cosmetics safety, labour legislation, and trade policies (European Commission, 2023).
· Trade Policies Tariffs and trade barriers can increase the cost of raw resources and finished goods (World Trade Organisation, 2021).
· Political Stability Deloitte (2020) found that political stability in operating locations impacts corporate expansion and operations.
2. Economic Factors
· Market Conditions: Economic downturns can impact consumer expenditure on non-essential products such as cosmetics (Nguyen, 2022).
· Currency Fluctuations: Currency fluctuations are a risk for The Body Shop due to its global operations (Brown & Green, 2020).
· Cost of Raw Materials: Market supply and trade tariffs might impact company margins (Smith, 2021).
3. Social Factors
· Consumer Preferences: The Body Shop's focus on natural, organic, and cruelty-free goods coincides with growing consumer preferences (Ethical Consumer, 2023).
· Cultural Trends: Cultural trends impact marketing and product development, since awareness and demand for ethical and sustainable products differ by area (Brown & Green, 2020).
· Demographic Shifts: Demographic shifts in certain markets may necessitate product changes (Jones & Williams, 2019).



4. Technological Factors
E-commerce Growth: Nguyen (2022) emphasises the need of having a strong digital presence and plan for e-commerce growth.
Product Innovation: Product innovation using sustainable and cruelty-free technology can give a competitive advantage (H&M Group, 2023).
Digital Marketing: Smith (2021) emphasises the importance of using social media and digital marketing to increase brand engagement and consumer acquisition.
     5.Legal factors
· Regulations on Ingredients: Stricter controls on cosmetic chemicals may affect product formulations (European Commission, 2023).
· Advertising Standards: Advertising Standards: Adherence to advertising laws and truth-in-advertising rules is essential (Smith, 2021).
· Intellectual Property: Protecting intellectual property, including patents and trademarks, is crucial for preserving innovation and brand identification.
· 6.Environmental Factors
· Sustainability Initiatives: The Body Shop's environmental initiatives are a major distinction, but require continual investment (Body Shop International, 2022).
· Climate Change: Climate change can affect the availability and pricing of natural substances (Jones & Williams, 2019).
· Waste Management: Nguyen (2022) suggests that sustainable practices are driven by regulations and customer expectations about trash management and packaging.
Stakeholder Analysis
Definition and Advantages/Disadvantages
A stakeholder analysis determines and evaluates each stakeholder's impact on an organisation. Stakeholders may include consumers, suppliers, the community, investors, or internal parties like workers and management. A stakeholder analysis has several benefits, such as better decision-making, stronger communication tactics, and a better fit between corporate goals and stakeholder expectations. Conflicting interests among various stakeholder groups, however, might be difficult to balance (Mitchell, Agle & Wood, 1997).
Stakeholder Analysis for The Body Shop
1. Customers
· Expectations: High-quality, ethical, and sustainable products (Ethical Consumer, 2023).
· Influence: Consumer preferences drive product development and marketing strategies (Brown & Green, 2020).

2. Employees
· Expectations: Fair wages, safe working conditions, and career development opportunities (Nguyen, 2022).
· Influence: Employee satisfaction and productivity impact overall business performance (Smith, 2021).
3. Suppliers
· Expectations: Fair trade practices, timely payments, and long-term partnerships (Fair Trade International, 2022).
· Influence: The reliability and quality of suppliers affect product quality and supply chain efficiency (Nguyen, 2022).
4. Investors
· Expectations: Return on investment, transparency, and sustainable growth (Smith, 2021).
· Influence: Investment decisions impact financial stability and growth opportunities (H&M Group, 2023).
5. Community
· Expectations: Corporate social responsibility, environmental stewardship, and local economic contributions (Smith, 2021).
· Influence: Community support can enhance brand reputation and customer loyalty (Brown & Green, 2020).
6. Regulatory Bodies
· Expectations: Compliance with laws and regulations (European Commission, 2023).
· Influence: Regulatory requirements shape business operations and product standards (Smith, 2021).
7. Non-Governmental Organizations (NGOs)
· Expectations: Ethical practices, sustainability, and social responsibility (Fair Trade International, 2022).
· Influence: Advocacy and campaigns by NGOs can impact brand reputation and consumer perceptions (Nguyen, 2022).
Conclusion
Summary of Findings
The Body Shop works in a complex context that is impacted by political, economic, social, technical, legal, and environmental issues, according to the PESTLE study. Opportunities and challenges are presented by political stability, economic conditions, and technology breakthroughs. The Body Shop's brand values are in line with social trends that support ethical consumerism and sustainability, although continuing compliance and innovation are required due to legal and environmental considerations (Smith, 2021; Jones & Williams, 2019). 
The stakeholder analysis draws attention to the many impacts and interests of communities, investors, workers, suppliers, and non-governmental organisations. Maintaining a favourable brand image and attaining long-term economic success require striking a balance between these interests (Mitchell, Agle & Wood, 1997).


Innovative Solutions
1. Sustainable Product Innovation: Invest in R&D to produce cutting-edge goods made of eco-friendly materials and technology. Customers that care about the environment may find the brand more appealing as a result, strengthening its competitive edge (H&M Group, 2023). 
2. Enhanced Digital Strategy: To reach a wider audience and increase online sales, fortify the digital presence through enhanced e-commerce platforms, social media interaction, and tailored marketing tactics (Nguyen, 2022).

Recommendations
1. Expand Sustainable Sourcing Initiatives
· Action Develop more fair trade alliances and employ more ingredients that are supplied responsibly.
· Rationale: Improving sustainable sourcing methods may boost company reputation, satisfy customer demand for ethical products, and increase supply chain resilience (Fair Trade International, 2022). The Body Shop can guarantee a consistent supply of raw materials that are produced in an eco-friendly manner by procuring ingredients responsibly. This not only supports the preservation of product quality but also appeals to the increasing number of customers who place a high value on sustainability when making purchases. Furthermore, increasing fair trade alliances can raise the standard of living for producers in developing nations, promoting both social and economic advancement. Given that customers are increasingly searching for companies that share their values, a competitive advantage in the market may also be gained from this dedication to fair trade and sustainability.
2. Strengthen Community Engagement Programs
· Action : Create and fund more neighborhood-based initiatives that prioritise social welfare and environmental preservation.
· Rationale: Initiatives for community participation may increase goodwill, garner support from the community, and set The Body Shop apart as a socially conscious company (Smith, 2021). The Body Shop may improve its brand image and forge closer links with the community by becoming involved in and sponsoring community programmes. This can involve campaigns to plant trees, neighbourhood clean-ups, and sustainability education activities. Having meaningful interactions with the community may increase the loyalty of current clients and draw in new ones who respect corporate social responsibility. Furthermore, these initiatives can provide opportunities for employees to get involved, boosting morale and creating a sense of pride in working for a company that makes a positive impact. By demonstrating a genuine commitment to environmental conservation and social welfare, The Body Shop can distinguish itself from competitors and reinforce its reputation as a leader in ethical business practices.
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