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[bookmark: _ekrqx1t27qkd]Introduction:
The below report will show the introduction of the SWOT Analysis and the benefits and disadvantages. This will show the internal factor of the company Body Shop which is facing various challenges in the competitive marketplace of the beauty industry. It will also show the recommendations that the company will make next for the outcomes of the SWOT analysis. 

[bookmark: _sawtnpopvbzm]An introduction to SWOT analysis:  
SWOT analysis is an idea or a strategic plan tool that is used to assess the strengths, weaknesses, opportunities, and threats that are involved in a business scenario or in a project (Madecraft, 2021). It recognises the internal factors such as strengths and weaknesses and external factors which are opportunities and threats which can affect the organisation's objectives (Helms and Nixon, 2010). The advantages are that this analysis is easy to understand and can be done by individuals or a team with minimal training. It also helps to know the areas for optimising, capitalising on strengths and reducing threats. This analysis fosters communication between the stakeholders and encourages consensus, and alignment in the common goals (Awuzie et al., 2021). The disadvantage is that this analysis depends on subjective judgements that can lead to prejudice and overlooking certain factors. It also gives a snap of the current situation and might not sufficiently account for the dynamic transformation in the business environment. 

[bookmark: _77l044wsi2oj]A summary of The Body Shop :
The Body Shop was established in 1976 and initially thrived as a trailblazer in ethical beauty, cruelty-free products, and sustainable practices. However, the ownership of the company has changed and the sale to L’Oreal in 2006 has led to discern loss of its soul and essence. The body shop has faced a lot of challenges in developing its idea in a constantly changing beauty market.
 Competitors emerged with relevant sustainability agendas and more appealing branding by leaving the company lagging in innovation., the decline came to a head in the UK arms by entering administration in 2024 and prospective outcomes in the stores closures and loss of jobs. The brand might preserve in some form and fail to adapt to modern customer demands emphasise the significance of remaining relevant in the competitive environment (Rego et al., 2022). The Body Shop was a retailer and a cultural phenomenon. Dame Anita Roddick’s vision of integrating business with activism reverberates deeply with the customers who thought shopping was an extension of their values. The brand’s devotion to environmental sustainability and fair trade practises has made it a part of the industry that is known for its mostly questionable ethics. 

[bookmark: _lgfxrl9l4dot]A summary of The Body Shop Contd:
[bookmark: _glz0xro7d0yd]The Body Shop has struggled to maintain pace in the developed beauty market. The company stayed constant in its devotion to ethical principles and the competitors had begun to excel in terms of product innovation and marketing strategies. Brands such as Lush and Neal’s Yard Remedies benefit from the growing demands for organic and natural beauty products and provide a large range of choices and more intriguing shopping experiences. Furthermore, the shift in the retail environment with the growth of online shopping and social media influencers has brought new challenges for the Body Shop. The competitors hold digital marketing and e-commerce which has made it difficult for the company to depend on primarily brick-and-mortar stores. This has led to failure in adapting to the shifting customer attitudes and further destroyed its market share and relevance. The brand declined due to the changes in ownership. The sale to L’Oreal has made the company with a huge different corporate culture and business model that marked a turning point for the company. 

[bookmark: _jia51ox3610q]SWOT analysis of The Body Shop: 
The retail industry has seen a considerable change in the measures of ethical business conduction. Moreover, due to the growing trends of ethicality, there has been a constant demand for ethical practices by business organisations, including the customers. The beginning of these changes has been leveraged by The Body Shop to deliver cruelty-free beauty products. As a result of these approaches, the organisation was able to derive one of its major strengths brand reputation. Moreover, the quality of products delivered by the organisation has been able to increase its brand awareness to 88% in the UK (Statista, 2022). Moreover, the organisation was able to further develop the factors of customer loyalty through its unique ethical and sustainable approaches. The Body Shop is reported to operate through 2500 retail locations in more than 80 countries (Thebodyshop.com, 2024). This global presence of the organisation can further be regarded as one of its key strengths. Along with this, the diversity of product range that the company offers is further recognised as one of its major strengths.

[bookmark: _dre9k5yhskf9]SWOT analysis of The Body Shop Contd:

The Body Shop represents a major weakness in the field of its pricing strategy. More precisely, due to a large number of organisations operating in the retail industry, there are various competitor organisations that offer lower price products than the Body Shop. This weakness has the potential to limit the organisation from gaining the attention of a more price-sensitive customer base. The Body Shop further reflects a considerable weakness in the measures of administration. Moreover, the organisation was reported to be first bought by L‘Oreal, in 2006 for 650 million pounds (Jordan, 2024). As the organisation was inexperienced in the retail operations of the business, the management approaches of The Body Shop were negatively affected leading to a decrease in sales. Furthermore, following constant changes of ownership, the company is now under the operations of the German private firm, Aurelius (WION, 2024). 
These changes in administration remain one of the main weaknesses that limit it from maintaining a constructive chain of operations. Moreover, these weaknesses led the organisation to face closure in its European and Asian operations. 
[bookmark: _wqd8hxlezxhz]According to a report, there was a 71% rise in the demand for ethically sourced and sustainable products (World Wildlife Fund, 2021). Therefore, the Body Shop has a great opportunity to leverage these factors and promote its range of cruelty-free organic products. Due to the consistent development of technology, retail organisations are majorly involved in integrating these measures to facilitate organisational effectiveness (‌Proctor, 2019). The Body Shop can take a close account of these factors and leverage its brand reputation to operate online shops and deliveries, increasing its digital customer base. Additionally, the organisation can further take an active opportunity of collaborative working with other organisations. Moreover, The Body Shop can engage in measures of joint ventures and partnerships to streamline its financial operations and take advantage of the knowledge and reach of its business partners. One of the most important opportunities that the organisation can further take account of, is the strategy of diversification. This strategy can enable The Body Shop to take account of the production and marketing of various additional products that will enable them to operate in different markets and diversify their risk factors. 
The Body Shop has faced a significant threat in the dynamic market of beauty products. There are many competitors in the market such as Lush, Ritual, and Neal Yard Remedies which have been excellent in the natural beauty sector with innovative products and appealing branding which has led to challenges for the company's market position. Shifting in consumer reference, especially in the younger generation who favour brands with digital presence and influential marketing can further the disadvantage for the body shop because of its low adaptation of trends (Shankar et al., 2022). 
Economic challenges are also threats to the company's entry into administration showcasing financial instability that hinders the capabilities to encourage operations and invest in innovation (Chen, 2024). Ownership instability was addressed by frequent transformations that led to inconsistent brand strategies and original ethos loss that affected consumer loyalty and recognition of the brand (Jiang, 2024). Additionally, the change from convenient brick-and-mortar retail to eCommerce has threatened the company's larger physical store network which is necessary in a strategic axis to online sales (Davis et al., 2020). These threats emphasise the urgent requirement for innovation and strategic lineup. 

[bookmark: _lc408clsujtj]Recommendations:
To restore the Body Shop and ensure long-term sustainability the company have to friend then its brand by engaging with its cold values of ethical trading and cruelty-free products that underscore the principles in marketing to attract consumers who are socially conscious. Product innovation is very important for developing new and exciting products that line up with modern trends in natural and sustainable beauty and collaborating with influencers will help to connect with the younger demographic in the marketplace (Prakas et al., 2024).
 A resilient digital transformation is required with investment in e-commerce and digital marketing to develop the online shopping experience. Modernising physical stores to build sensory-rich environments that are relevant to competitors like Luss will help in optimising in-store engagement. Community engagement should be encouraged by sustainability capabilities like social responsibility projects and recycling programs applying strategic partnerships with other ethical brands can emphasise shared values and build a positive impact campaign (Keough, 2019). In addition, efficient operations to optimise working capital and mitigate cost will help in financial stability and flexibility in the operation. These strategies will aid the company to regain the market share and have a competitive as in the developing beauty market.

[bookmark: _2k5eepidfker]Conclusion:
In conclusion, the company can restore its brand by attracting new customers and making long-term sustainability in the competitive beauty market which will help in strengthening operations and support the financial stability and adaptability of the body shop. Engaging with ethical routes and innovative products will help in developing digital and in-store experiences which will encourage community connection.
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