
Executive Summary 
This assignment was with regard to the marketing management of a selected organisation and for this purpose, body shop was the chosen company. The Body Shop which is a very popular cosmetic brand in the UK. The report was mainly focused on a quote by Maechler, Neher, and Park as given below;

  “To maximize customer satisfaction, companies have long emphasized touchpoints. But doing so can divert attention from the more important issue; the customer’s end to end journey”

 The company chosen is a cosmetic producer which was founded in Brighton, England in 1976 by their founder, Dame Anita Roddick. Although it’s a cosmetics brand they have a strong set of values which include using only 100% natural ingredients in their product, being against animal testing for cosmetic products and being environment conscious. In addition to these values, they consider that being fair to the farmers and suppliers they work with is important. They

 also use a Community Trade programme to help the less fortunate communities to prosper. Body Shop ensures a 100% vegetarian level of business as well. 
After giving a brief introduction to the company, the further content includes the introduction of the market segmentation, target market and the positioning of the Body shop. Then the strategic marketing objectives were discussed as well as the marketing messages by the segment. The report also discussed the channel choice recommendations in relation to public relations, animal testing, protecting the planet and direct marketing aspects. The indicative timings for the recommended strategies were given next in this report. Finally, the report  discusses the internal communications plan which is recommended for the Body Shop. 
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1.0 Company Profile

According to The Body Shop Website, (2017) the start of The Body Shop was in Brighton, England in the year 1976 and the founder, Dame Anita Roddick got the most innovative idea to mix products on her own to come up with great results and she also had the idea that a business should actually be a force for good which was here vision to strive in the intense market. For 40 years the company has been following this vision in an effective manner, giving out the products of best quality to the consumers, without faking anything and also being in a position to create constructive change within the business. The number of stores which they possess amount to over 3000 in just 66 countries worldwide and the employee base of The Body Shop is 22,000 to date. The company has stated that these employees all bring them an ethical level of beauty to the business as well as a purpose into the world (The Body Shop Website, 2017). 

The Body Shop is not afraid about being unique in the market and standing up for the right things. Thus, they have also stated that the ingredients which they use for their products are obtained using the best ethically sourced methods with the intention of creating their beauty products which are inspired in a natural manner. In the current market, they have stated that the vision of doing business for good is stronger, and thereby they take action to enrich their employees, their products as well as the planet. In order to achieve this level of success, the activities which they have done are;

· Being fair to the farmers and suppliers they work with

· Using a Community Trade programme to help less fortunate communities prosper

· Being strictly against animal testing

· Ensuring a 100% vegetarian level of business

 “The business of business should not just be about money, it should be about responsibility. It should be about public good not private greed” ~Dame Anita Roddick, founder of Body Shop
2.0 Market Segmentation
When considering the market segmentation used by the Body Shop, they have mainly targeted men and women separately with different parameters used (Baker and Hart, 2010). The women which they have targeted are working and taking care of herself. These women should also be those who are very much aware of the different economic and social aspect of the environment. The men which they have targeted are those with an income level between £ 25 000 – 55 000 (Fahy and Jobber, 2015). The lifestyle targeted in these men are being urban cosmopolitan men. When evaluating the segmentation bases used by Body Shop, it could be identified that they have used psychographic variables here. The variables used will be the lifestyles of the consumers, brand conscious nature, awareness about good health habits and awareness about social issues which are present in today’s world. Body Shop has identified that their consumers prefer to purchase products which are both healthy to the body by being made out of all-natural ingredients and also having a strong brand name attached to it as well. In targeting the customer base of the company, the traditional media alone is not enough, but they also require the more modern media channels like internet, social media, e-mail and WhatsApp which would also involve a higher challenge for the company as well (Kotler and Chernev, 2014). Since the internet has become an essential component for the current customers, the Body Shop should cater to these needs effectively in order to target their required customer base. 
Obviously, the female customers are those who are most important to the Body Shop and they will also be the highest source of income which the company will gain (Kotler and Chernev, 2014). This is mainly due to the growth in the number of women at the workplace, which is why there is a higher demand for the lifestyle linked products which are supplied by Body Shop. The modern woman is concerned about their health and lifestyle more now and also this type of life could also be said to be linked with the concern for the environment and other social issues present (The Body Shop Website, 2017). 
3.0 Target Market
According to Baker and Hart, (2010) the market segmentation aspect will provide the foundation for the target market aspect of this business, and since the above section elaborated on the psychographic segmentation, the target market will be discussed here. The Body Shop states that their target market is actually the male and female individuals of the public, at any age who are looking for natural beauty products in the market.  Also, Beller et al, (2007) states that the target market should be those with a certain level of awareness about social issues which make the business passionate about such as animal testing, fairness to farmers and natural ingredients. Due to the fact the Body Shop offers their consumers a wide range of fully natural beauty products and cosmetics, the general public of all age ranges and both genders could be considered as their target market. The lifestyle of the individuals who purchase these products are also important to the company and also the brand name is used in campaigning to attract customers for their organisation (Beller et al, 2007).

4.0 Brand positioning
Body Shop being a popular beauty product which is present in the market today, the brand is positioned as a cosmetics producer who uses only natural ingredients to make their cosmetic items. When considering the brand, their key image is the fact that they want to further improve the lives of others by producing products which are environmentally friendly products (Brassington and Pettit, 2010). The Body Shop adds the aspect of their corporate social responsibility to the promotions of their brand which will add more strength to the positioning aspect of the brand and the brand presence will be stronger as well. The concept of being an international Green Company is their ultimate goal.
5.0 What is Touchpoint Marketing

According to Chaffey and Smith, (2013) a touchpoint is defined as a certain influential action which would be initiated by either human contact, communication or a physical interaction between parties. Every single touchpoint will be developed in a manner that each of these will contain a message which will touch the consumer in some way. When the touchpoints are taken as a whole, they will create the experience of the customers in an effective manner. What touchpoint marketing actually does is that it analyses the different assets and processes which actually make up the different touchpoints and will map them according to their place in the customer life cycle (Chaffey and Smith, 2013). The ultimate result of this will enable the organisation to evaluate their current position in the market and to execute a suitable strategy which will help produce good results for them. 
5.1 Communication Touchpoints

Communication touchpoints would be the website of the organisation, the mail correspondence which they use involving both their postal and email communications, advertising and their invoices (Dibb et al, 2012).  
Human touchpoints would be the consumer interactions with the company representatives like their sales representatives and their customer service agents. 

Physical touchpoints would be the actual physical location of the company. This is if the consumer takes some part with the company at the location itself. Also, the products given out by the company are also included into this category as do the packaging which they use. 
Sensory touchpoints are the sounds and scents which could be sensed. These could include the flashing machines, the dim lighting as well as the fragrance within a shop 9 Dibb et al, 2012). 
5.2 Customer Relationship Life Cycle
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When critically evaluating the customer relationship life cycle, this initially starts with the first ever level of awareness which the consumer will have whether the company or the product actually exists. This awareness will then move on to knowledge, which involves the customer gaining more knowledge about the company and the product. Then the consideration stage is where the customer will evaluate the knowledge gained and will consider purchasing a product or service which they need (Tapp et al, 2013). The key stage, selection comes next where the purchase is actually made. The next stage, satisfaction is where the company will be able to either gain the satisfaction of the consumer or not. If satisfied the consumer will be a loyal customer and will recommend this product or service to others. Hence, they will become an advocate for the business. Hence it can be identified that the key organisational goal is to take part in touchpoints which will create a certain positive level of experience for the consumer at each of these stages so that they can move on to the next level of the life cycle (Hooley et al, 2011). 
6.0 Marketing Strategic Objectives
The strategic marketing objectives of Body Shop will be based on the different organisational objectives which will be in line with their products, branding, people and social responsibilities. 
6.0 Marketing Messages by Segment
According to McDonald, (2014) the cosmetics product range which is marketed by the Body Shop are made using all 100% natural ingredients which will be in response to the diverse requirements of their consumers, thus ensuring the best product quality and projecting an image of the products being more natural. The Body Shop has a very strong brand image which they use in order to gain a competitive advantage over their other competitors in the beauty product market. The customer preferences keep changing with the times and now most consumers tend to support companies which are ethical and are socially responsible (McDonald, 2014). Hence since the Body Shop is involved with the protection of animals by being against animal testing, supporting human rights and environmental problems consumers are more interested in purchasing products from here. The company has also been able to be in contact with their customers and to gain new customers using their online presence, the company website, and using the internet facilities as well. 
7.0 Channel or Media choice Justification
7.1 Public Relations

Although many definitions of public relations are present today, it has been commonly identified as an important marketing tool which is used by organisations during their marketing process (Gubrium and Holstein, 2012). However, it could be identified that the communication between the company and the consumer will have to take place within the business in order to ensure that the rapport which is required between the two parties is built up. Furthermore, public relations are important to promote a product to a consumer as well. Public relations are a process, not merely in the communication between the consumer and the organisation, but in making strategic plans within the business in order to promote their product to the target market (de Chernatony and McDonald, 2013). The Body Shop could effectively use public relations to promote the benefits and unique values of the products which they offer.
7.2 Against Animal Testing

While it has become obvious that a good public relations strategy will help the company in order to evaluate who their actual customers and their potential customers are, The Body Shop has further more advantageous aspects in their business strategy. This is the campaign which they run regarding being against animal testing and using alternative methods to test products which they produce. Charlesworth, (2014) explains that their blatant refusal to sell any product which have been tested on animals have helped the brand image which they have in an immense manner since this has helped them become more accepted by their target consumers and the communication with the public has been made easier due to this. 
Public relations are considered as an area of higher growth in UK especially considering the news and media aspect. However, it has also been identified that public relations can help the brand image of The Body Shop in an immense manner and also, in order to gain a higher level of awareness in consumers the company should be in a position to have campaigns in big cities to make their presence known by their target market in the area (Christopher et al, 2012). 
Solomon et al, (2010) states that London, Manchester, Birmingham and Leeds are the most suitable cities in which to have these types of promotions and the campaign should spend at least 500,000GBP in order to gain the expected results the company wants.
7.3 Protect Our Planet

The Body Shop is also in great support of protecting the environment in which we live in and as a measure to further improve the awareness of attending to environmental issues and to make an effort to raise the required funds needed to protect the Boy Shop can sell badges in their outlets. The badges could engage with a charitable company which they are hoping to help and design thee badges so that a fixed percentage of the sales which are gained from these badges will be donated towards the protection of the environment by giving to a charitable company (Haywood, 2011). The sales people of the Body Shop could be given the opportunity to communicate more effectively with their customers with regard to this environmental protection campaign and to encourage them to help the company in supporting the campaign. 
A badge well-designed will be the point of communication between the company and the consumer about the campaign which they are holding with regard to the protection of the environment. However certain costs will have to be incurred by the Body Shop when this type of campaign is being launched in terms of cost of the badges, designing costs, production costs and promotional costs (Evans et al, 2010).

7.4 Direct Marketing

According to Lodziak, (2011) the tools of direct marketing are highly important marketing instruments which are used by companies for the purpose of communication with their consumers on several different levels. The key reason as to why this is so important is because the sales people of the firm have the ability to talk with the consumers face to face in a direct manner and thereby the ability to create an environment which is customer friendly is also present for them.
 When considering the job role of the professional customer service team of The Body Shop, their job role also includes providing consultancy services to their clients by giving all the relevant information to the consumers when required. Furthermore, any special requirements or requests which they may have will also have to be handled by this team, which may include specific product information or services in relation to these (Evans et al, 2010).  
With the intention of promoting further the new and the essential product ranges which have been introduced to the store, they can keep samples of these products for consumers to try before making the purchase (Fahy and Jobber, 2015). When promotions are being handles, the Body Shop could have big in-store shopping sales in order to support the diverse promotional aspects which have been planned. The promotions should be ideally during the summer and during Christmas times. The Christmas sales could be predicted to be more profitable by being able to achieve the objective of the company which is to satisfy the needs and the demand of their customers for products which are high in quality and yet offer a high value for the money spent. The sales which are in the summer though can be used to promote their new products and product ranges. However, the company will have to plan out their cost in relation to the promotional campaigns which have been given here in addition to the cost in price mark downs during the times of sale (Baker and Hart, 2010).
8.0 Indicative Timings
Baker and Hart, (2010) explains that when the market communication events are considered, the sales of the badges designed for charity as well as the different social responsibility campaigns planned in relation to the public relations aspect of the company will be ongoing for a period of one year and the plan should be spread out over different intervals also with differences in the location of the stores where the promotion will be held. According to Tapp et al, (2013) this is mainly due to the fact that the effectiveness of a public relations activity will take a longer time to build up the positive effectiveness and also this type of promotions will ensure the consumers possess a long-term awareness level with the name of the brand and other related products which they like. 
The marketing communication mix will be based on the store catalogs as well as leaflets which they are giving out to their consumer and this campaign could go on for a 3-month period of time and the efficiency of this promotional tool will be high only if the timing is assessed correctly. 
The direct marketing strategy proposed, which are the summer and Christmas sales will take place within a period of one year and will be held within the month of June (the Summer sale) and in December (the Christmas sale). However, when this type of promotions is being done, it is important to train their staff with regard to the sales taking place and hence a refresher course for the promotions should be given prior to the promotion taking place. The goal of doing this is to make sure that the employees are highly prepared to communicate with their customers with regard to the product ranges which are marketed and are having promotions (Tapp et al, 2013). 
9.0 Internal communications plan
According to Haywood, (2011) communication with customers are an important aspect of the strategic communication mix which has been explained within this report, but it is also important to take into consideration the internal level of strategic communication between the diverse levels of the organisation and the departments present at Body Shop. Also, Body Shop should consider the relationships between their subsidiary stores and outlets in other areas. With the main intention being to boost sales, the Body Shop could have a certain competition between the stores in the different regions of UK and the sales staff will be motivated to make sales to get the rewards given. Here the author recommends both financial and non-financial rewards to those who bring the highest sales each month during the promotion (Solomon et al, 2010). Financial rewards could be a bonus in addition to the salary and the non-financial rewards could be a title of The Best Body Shop given to the outlet which has performed the best. 
It is also important to gain the insight of their employees, including the sales force in order to get an idea of the stores and how the operations could be improved. Here the company could use a questionnaire communicated using internal literature to all employees and could address the capabilities of the existing stores, what improvements could be done, the needs of the employees, any issues which they have to face at the store and how willing they are to achieve the corporate goals of the Body Shop (Haywood, 2011). Another method which can improve the relationships between the employees between outlets and between the management and the employees is to have monthly meetings where all the employees get to meet each other in a local, regional and national level which is also beneficial for the company.  Solomon et al, (2010) further states that the latest performance levels and the business operations being done, the opportunities to be taken and the threats to overcome could all be discussed in these meetings. In order to identify the problem areas of the business, the performance in relation to the sales of each employee should be evaluated by the management. 
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