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INTRODUCTION
In the beginning of 2020, a completely new virus, COVID-19, was spreading rapidly throughout the world and changed it completely, everything being affected, from the way we live our lives and interact with each another, the way we work and communicate, and how we move and travel. Our daily lives have been impacted in every way.
On March 2020, the World Health Organization declared COVID-19 a global pandemic, and we are still recovering from its effects. Cases spread quickly worldwide, prompting governments around the world to implement drastic measures in a common effort to contain the cases and limit the virus's transmission rate such as national lockdowns, closed borders and limiting social interaction. Such measures have shattered the core of global economies and trades and have given way to nationalist focus and competition for scarce resources. The economic impact of this pandemic is still being assessed.
The COVID-19 crisis has shattered the core of beauty industry and sales levels were disappointing, with many stores being closed and companies facing tough decisions. However, there has been positive impact to the crisis as well, with brands developing technologies to produce hand sanitizers, related products and providing accessible services to frontline key workers, while doing everything possible to ensure that the companies survive. 
Before COVID-19 crisis, in-store shopping accounted for up to 85 percent of beauty products bought in outlets and supermarkets, but as a result of COVID-19, more than 30% of the beauty-industry market was closed down, and while some businesses will never reopen, new ones will emerge in the near future.
In this context, we will analyse an internal and external analysis of The Body Shop company, one of the world's largest retailers of sustainable beauty products, which began as a small local shop selling only 25 products and evolved massively, currently having over 3000 stores in over 70 countries by 2020 and will continue to expand. 
The Body Shop promotes itself as a green corporation, and target its products to customers who want healthy, organic, and environmentally friendly cosmetics, while catering also to those who are concerned about social responsibility and environmental sustainability.
According to demographic segmentation, The Body Shop’s main target audiences are women aged 15 to 60. (Bashin, 2019). Because of the wide range of ages, product segmentation is also broad. The Body Shop have a range of over 300 different types of beauty products, including facial, shower, body products, as well as perfume, and face masks.
However, in the past The Body Shop experienced a downfall by being taken over L’Oreal, and suffered image and customer brand value. Other factors, such as increased competition and a lack of innovation, contributed to the downward trend (Hope, 2017). L'Oreal decided to sell The Body Shop to Natura in 2017 after nearly 11 years of ownership. Under Natura, The Body Shop began to return to its roots, reintroducing the eco-friendly beauty brand image and becoming a B-corporation (Danziger, 2019). From 2016, the company made progress in its transformation plan, and revenue increased gradually, in 2019, being estimated to £805 million. 
It has been demonstrated that The Body Shop can successfully itself and focusing on their strengths. In order to gain a competitive advantage, the company is constantly developing new innovations and valuable CSR projects.
The Body Shop’s mission statement is to build the most sustainable and ethical company in the world and become completely vegan by 2023. The company's total sales have shown a stable growth, while its profit increased to 11.4 percent (Danziger 2020). This reflects their increased profitability as well as their effective marketing strategies.
The following pages will show an internal and external analysis of the Covid-19 pandemic impact on The Body Shop, engaging marketing strategies such as SWOT and PESTLE.





















INTERNAL SWOT ANALYSIS OF COVID-19 
IMPACT ON THE BODY SHOP
SWOT Analysis is a verified method that enables a company to conduct studies to maximise on its strengths and improve its weaknesses, while also exploring new opportunities by avoid possible threats.
The SWOT analysis of "The Body Shop" will be analysed in detail in order to identify the challenges and overcome the weaknesses that organisation is facing as a result of Covid-19 Pandemic such as internal advantages and disadvantages, as well as how it can overcome the shortcomings to avoid business setbacks, as well as an analysis of the external environment, such as opportunities and threats, to overcome any obstacles.
Strengths
A brand's strengths distinguish it from its competitors, strive to boost employee morale, while working continuously to improve its relationship with the stakeholder. While Covid-19 had a huge impact on working style, with imposed measures of social distancing, limited travel distances and physical access in stores, it also pushed companies to develop new strategies for online sales and distribution chains. The Body Shop worked towards developing its strengths, such as: 
Niche marketing: Body Shop targets a specific market, appealing to customers who have ethical concerns by emphasizing that their products are not tested on animals and boasting a strong ecological profile.
Strong Digital Presence: following the trends, The Body Shop developed a strong digital presence to reach more client and build relationships with their existing customers, with over 2 million Instagram followers, and a wide Facebook community, as well as YouTube followers for their content.
Brand Loyalty: The Body Shop has many loyal customers, as it is perceived as a cleat brand value and image, a company with great social responsibility with strong involvement in charity and numerous philanthropic activities. Studies show that The Body Shop customers are willing to pay more for an ethical product, and with an amazing product portfolio that caters to all beauty needs, from face washes to shampoos, all completely natural, dermatologically tested, and safe, they have lots of choices for their needs.
Sustainability: The Body Shop is advocating for the environment and society distinguishes them from their competitors, and there are connecting with people who share their beliefs through various animal cruelty campaigns, allowing the development of a positive brand image.
Weaknesses
Weaknesses can impact negatively a brand and identifying them early will help the company to address the issues before they become a problem. Some of The Body Shop's weaknesses are:
High Prices: While at its beginnings The Body Shop was innovative and was offering unique products for which customers would pay a bit more for their natural products, but more recently other competitors have emerged in the same niche market and at competitive prices, and The Body Shop is struggling to compete on price.
Slow delivery service: During Covid-19 pandemic, while shopping centres and high streets stores were closed, supermarkets seized the opportunity and developed their own natural products, offering accessible in store products to their customers. The Body Shop relied on orders places online on their website or from other online retailers such as Amazon, which added a waiting time for the delivery to their customers.
Supply Chain: The Body Shop is sourcing lots of the ingredients for their products from around the world. Covid-19 put a huge pressure on the supply chain with border closures, limited international transport possibilities and legislation causing slower distribution and instability of ingredient and material supply.
Opportunities
Opportunities are important factors that The Body Shop is working constantly to improve and take advantage of. Some of these are standing out and offer chances of constant growth, such as:
Advertising: Since it was founded in 1976, The Body Shop worked differently and relied on direct marketing and advertising to customers in store, while investing very little in advertising. If this strategy worked well in the past, Covid-19 changed the way how people communicate and boosted the influence of online media, online advertising has become imperative, with digital ads becoming accessible and affordable, which led to new ways of communicating messages as a result of digital marketing, and The Body Shop should take advantage of this.
Health awareness: The Impact of Covid-19 had changed people’s views on health issues and the effects of synthetic chemicals in cosmetics, and customers are becoming more concerned about their health as a result of chemical ingredients in personal care products. To get closer to their potential customers, The Body Shop should focus more on creating greater awareness of organic and environmentally friendly products and their benefits 
Incentives: With the number of online buyers growing, The Body Shop can take advantage of its website portal, increasing its market share, by promotional sales, free deliveries, discounts to loyal clients, offer special prices for subscriptions, discounted products for special categories such as students, key works, retired people. 
Diverse range of products: It is well known that The Body Shop targeted mostly women, with a wide range of products for different age groups. Lately, a limited range was developed for men and to boosts sales by satisfying demand in this specific niche market. The brand is striving to break down the gender specific barriers by addressing communities such as LGBT and should take the opportunity to create a special range of products for children.
Threats
Threats are factors that can cause harm to the company if they are not identified and addressed as soon as possible, and The Body Shop can be impacted by them.
Customer behaviours: Customer preferences are very voluble, and nobody can predict what customers will think at any given time. During Covid-19, people were gravitating toward natural beauty and reducing their use of cosmetics by adopting new lifestyle during lockdown, such as not wearing makeup or making their own natural products at home. Customers' actions may pose a threat to these cosmetics companies.
Competitors: With a large number of competitors, The Body Shop is also vulnerable to substitutes, with thousands of cosmetics brands available today all over the world offer comparable prices and products to The Body Shop, including Boots, Yves Rocher, Love Beauty & Planet, and supermarkets own brands, so consumers may have a greater opportunity and more options to shop elsewhere at a more competitive price. The Body Shop has to be unique and highly relevant to maintain its market position.
Obtaining raw materials: The Body Shop obtains its raw ingredients from all over the world. As already seen by Covid-19 effects over the world, any possible the disruption in the producing country or difficulty in supply chains would impact manufacturing processes and distribution. Also, any legal changes or problems in trading with countries that supply their ingredients can have a significant impact on its operations.

















EXTERNAL PESTLE ANALYSIS OF 
COVID-19 IMPACT ON THE BODY SHOP

The external factors are all variables that can affect an organisation and cannot be controlled. There are a number of models for analysing the macro environment, some of these being very similar, with only minor adaptations (Blythe and Megicks, 2010, p80). The PESTLE analysis is one of these models, and it is a very good tool to use by The Body Shop to understand the markets in which it operates and used as a framework in the business strategic decision process.
External factors are dynamic and subject to rapid changes and may occur unexpectedly, therefore, it may be difficult for companies to foresee how and why these factors may influence the future or present of a specific project.
The impact of Covid-19 as an external factor had severe consequences on business environment. The PESTEL analysis will be performed in the following section to determine the impact of economic, political, social, technological, ecological, and legal factors on the company in order to draw conclusions on the strategy to be implemented and identify potential changes.
Political factors
These are the factors that are influenced by the government's influence on the country's infrastructure. Covid-19 forced governments to introduce new measures to protect the infrastructure and protect the population by imposing lockdowns and create schemes to help companies while keeping workers at home, which affected the business environment, and The Body Shop wasn’t immune to these changes.
At a multinational level, the political context of the countries in which The Body Shop operates is critical, particularly in terms of stability and security, with political threats, such as terrorism, being more impactful in regions where fair trade with The Body Shop is essential and can lead to the breakdown of trade relations altogether.
Another political factor that could affect the way The Body Shop is operating is represented BREXIT and the apparition of new procedures for trade with EU, as well as additional expenses arising from bringing products and raw materials from European countries, with a possible decrease in profitability. If the ethical standard of cosmetics should decrease as a result of Brexit, there is a real concern and The Body Shop would attract new customers only if the company adheres to EU product quality and consumer safety policies.
Economical factors
Interest rates governed by banks, rising prices and costs, economic unrest, rising cost of living, changing working patterns, high wage rate, and fluctuating exchange rates are some factors that can influence The Body Shop and have a great impact on the organisation.
The exchange rate is also important for multinational corporations such as The Body Shop, as it influences the company's income based on fluctuations in its rates around the world against the national currency, and the pound have seen a drop following the announcement of Brexit, and the economic disruption created by the |Covid-19 pandemic worldwide.
On a positive note, the economic approach of the ‘triple bottom line’ by The Body Shop is innovative since it makes it possible to question the world economic system at the origin of many social and environmental problems of our time when this system is of great importance increasingly challenged, with a strong desire for change in the wake of the COVID-19 health crisis. This approach is extremely important given that The Body Shop also faced a drop in turnover linked to the health crisis.
Socio-cultural factors
Social factors such as Safety and health awareness, population growth rates, demographic and cultural aspects have great influence on businesses such as The Body Shop and it is critical to take these them into account.
Mentalities are shifting, and the value of ethical consumption is increasing. Many of these concerns are addressed by The Body Shop through fair trade, ethical product composition, and the absence of animal testing. The trend is also changing for men's cosmetics, and The Body Shop already has a selection of products designed to cater for these needs.
The Body Shop adheres to the current “body positive” trend by defending “self-esteem” one of its founding values, which it displays in its campaigns by hiring models with diverse physiques, which they refuse to edit in their campaigns and on their website, which is appealing to the vast majority of consumers.
Covid-19 had influenced changes in lifestyle, with stronger emphasis on long-term physical, mental and emotional wellbeing, and The Body Shop is increasing brand awareness with aspects such as positioning itself as a reliable partner that provides job security to economically vulnerable people and social projects to help reduce poverty in undeveloped countries and support for various community such as LGBT.
Technological factors
Technological factors are the most important ways for The Body Shop to compete in an already very competitive market as they are able to work towards globalisation. Other factors include environmental and ecological variables, as well as available services and products.
Technological advancements, such as the democratisation of the internet, are promoting the company's growth, as evidenced by an increase in the number of online customers, and as the Covid-19 health crisis favoured digital commerce it is imperative to develop such technologies
The massive and growing weight of social networks has a significant impact on a company's reputation and sales. A good digital implementation that is constantly updated to meet customer expectations and remain competitive is a requirement for The Body Shop.
Legal factors
The legal factors include specific laws and regulations that may have an impact on an organization's business operations. It also includes proposed and current legislation that affects the industry in areas such as competition, employment, safety, and health.  As well political institutions' trade regulations and cosmetics regulations may have an impact on The Body Shop's business relationships.
 After Brexit, The UK will not be legally bound by EU laws, such as the prohibition on the use of 1,328 chemicals in cosmetics, while the correction to the European Union cosmetics regulation from November 2019,  in the use of certain products encourages the switch to organic farming for the latter, which is present in cosmetics.
Since its beginnings, The Body Shop advocated for a cruelty-free beauty industry and a change in the legislation to ban the animal testing in the United Kingdom and now working to end animal testing for cosmetics all over the world, although new legislation prohibiting the use of animal testing products may increase competition.
Environmental factors
Concerns about the environment are more important than ever. The Body Shop is present and evolving alongside them. In 2019, the company took advantage of an opportunity to form a fair-trade partnership with Plastics for Change to buy recycled plastic in India for use in its plastic packaging. In addition to sustainable packaging, by-products are eliminated or recycled in accordance with applicable safety regulations.
The consequences of mass production have raised long-term environmental concerns, and The Body Shop has been able to continue supplying itself in this area and maintain its women's empowerment programme thanks to the Green Climate Fund-approved reforestation programme.
Ultimately, climate change is causing an increase in environmental disasters, some of which are fair trade communities, which are home to the company's suppliers and are negatively impacted by these disruptions.














CONCLUSIONS
The Body Shop is widely regarded as one of the best sustainable beauty retailers. The company offers significant long-term competitive advantages that set it apart from its competitors. The Body Shop's main competitive advantages are its brand value, ethical commitments, advanced technologies, and great organisational support which supported successfully the company in the face of intense competition.
Furthermore, as a result of Covid-19 experiences, The Body Shop has developed strategies in place to deal with similar threats that may arise in the future as well as emerging companies or substitute products entering the market as the brand differentiate itself from competitors by producing high-quality products with carefully selected and specific natural ingredients. The Body Shop believes that organisations have a responsibility to create positive social impact in addition to profit.
However, the company recognises that profits are required for company growth and to improve its contribution to economic development and The Body Shop's revenue has steadily increased over time. And as it has not yet achieved significant growth, it manages its economic responsibilities well. Furthermore, The Body Shop is doing an amazing job in engaging in responsibilities such as legislation, ethical issues, and philanthropic responsibility.
Overall, The Body Shop is an undeniably successful retailer of sustainable beauty products. The company will continue to be a leader in the beauty industry if it can maintain its competitive advantages, improve its strategies, and improve its limitations.
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