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[bookmark: _Toc170809499]Introduction
Located in Brighton, England, by Anita Roddick in 1976, The Body Shop International PLC is a world’s leading retailer of cosmetics with a focus on environmentalism. Having successfully introduced the concept of ‘no animal tested’ cosmetics and supported several social and environmental issues, the company stands out as a competitor in the beauty producer market. The social responsibility issues that The Body Shop is mainly concerned with include natural ingredients, fair trade, and animals’ rights. The Body Shop's SWOT analysis reveals its strengths in brand image, including its involvement in ethical issues, but also highlights its financial weaknesses and high operational costs. However, there are potential new digital opportunities for companies to transform and enter new markets, and the threats posed by intense market competition and economic crises remain unchanged.
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[bookmark: _Toc170809501]PESTLE Analysis 
Strategic decision-makers use a PESTLE analysis as a tool to comprehend the macroenvironment that influences an organization.
The strategic tool known as PESTLE analysis examines factors that influence change within a specific business's strategic management sphere. The full form of PESTEL is Political, Economic, Social, Technological, Legal, and Environmental Factors. This analysis assists organisations in learning about the environment within which they undertake their business and likely developments or risks within the market. 
 
Advantages of PESTLE Analysis: 
Comprehensive Understanding: PESTLE allows the analyst to understand the firm's environment and block factors that could affect the enterprise's performance. The analysis enables a clear assessment of the environment, pointing out opportunities and threats for the business (Kotler & Armstrong, 2017). 
Strategic Planning: Thus, the detailed analysis of these external factors can help businesses develop long-term and short-term strategies to use existing opportunities and avoid threats at the same time. They all can contribute to the improvement of decision-making processes, as noted by Johnson, Scholes, & Whittington (2011). 
Risk Management: PESTLE analysis helps the companies estimate possible risks, which may be from the external environment, and prepare for worst-case scenarios. This risk management approach is very critical for the stability of any business (Hill and Jones, 2013). 
PESTLE Analysis's disadvantages:
Time-Consuming: One of the main drawbacks of conducting a PESTLE analysis is that the procedure may take substantial time to complete because the analyst has to collect relevant data and information about the organisation’s operating environment (Grant, 2016). 
Dynamic Nature: When utilizing the PESTLE analysis, it quickly becomes apparent that the external environment is ever-changing, which means the analysis is likely to become outdated soon. Periodic updates are necessary to ensure its contemporary relevance (Johnson et al., 2011).
Subjectivity: PESTLE factors have the drawback of being rather subjective; this means that the analysis risks presenting the factors in any given light. Various analysts could have different priorities in terms of the factors, depending on the view they have (Grant, 2016). 
Trade Analysis of PESTLE in the Body Shop 
Political Factors: 
The Body Shop is present in many countries, and as such, it functions under the jurisdiction of different political situations and laws. It threatens operations through fluctuations in government policies in trade, taxation, and labour relations. For instance, tightening its rules on the components used in cosmetics or on tariffs may alter prices and stock (BBC News, 2024). 
 
Economic Factors: 
The global economy determines consumers’ ability to spend and, thus, the demand for luxury and nondurable goods like cosmetics. Scarcity can also take the form of a recession or, more generally, a decline in economic activity, resulting in lower purchases of non-essential goods. On the other hand, economic growth has the added advantage of increasing sales, as BBC News 2024 points out. 
 
Social Factors: 
This is the situation at The Body Shop, where social trends have the potential to impact its operations. The Body Shop's brand aligns well with the awareness of consumerism and the demand for ethical and environmentally friendly products. The company can also capitalize on the growing trend of consumers choosing non-animal tested, vegan, and eco-friendly products (Tench & Yeomans, 2009).

Technological Factors: 
There are benefits that one can get from technological advancements, but there are also drawbacks. Newly emerging opportunities in e-commerce and digital marketing can broaden The Body Shop's reach and customers' interests. However, this has also created a need for constant spending on technology and innovation to remain relevant in the market (BBC News, 2024). 
 
Legal Factors: 
The Body Shop must comply with various global laws pertaining to cosmetics, such as safety issues, product descriptions, and environmental concerns. Failure to do so might attract legal consequences, apart from eradicating the face that their clients look up to (The Body Shop, 2024). 
 
Environmental Factors: 
It is important to note that environmental protection is one of The Body Shop's main values. Environmental influences impacting the company include the increase in production costs and the growing environmental consciousness among consumers. Different effects of climate change and resource scarcity pose threats to the supply chain, necessitating sustainability in sourcing (Body Shop International, 2024).
[bookmark: _Toc170809502]Stakeholder Analysis 
 Stakeholder mapping is a technique for defining and evaluating the power and interests of individuals, groups, or organizations that may affect the efficiency of a project or existing business. Such participants can be employees, customers or consumers, suppliers, shareholders or investors, government authorities, and society. 
[bookmark: _Toc170809503]
Advantages of Stakeholder Analysis: 
Enhanced Communication: The stakeholder’s map assists in designing communication strategies among the industries; therefore, they pass adequate information to other stakeholders (Freeman, 1984). 
Improved Decision Making: This will significantly improve the odds of completing the project on time because the business will factor in all the various stakeholders’ points of view before arriving at a decision (Mitchell, Agle, & Wood 1997). 
Conflict Resolution: By identifying potential conflicts early on and working to minimize or prevent them, we can foster a healthy working relationship among the involved stakeholders (Eskerod & Jepsen, 2013).
[bookmark: _Toc170809504]
Disadvantages of Stakeholder Analysis: 
Complexity: This leads to intricate stakeholder analyses, especially in organizations with numerous stakeholders. Despite the challenges of managing stakeholder interests (Freeman, 1984),
Resource-Intensive: The identification and analysis of key stakeholders is a time-consuming process, potentially involving significant financial and time investments, posing a significant challenge for organisations.

Potential Bias: Given the drawbacks and limitations, it's important to acknowledge that the personal perspectives of those conducting the analysis could potentially influence the results, leading to actual bias (Eskerod & Jepsen, 2013).
The Body Shop
Customers: 
The general public of The Body Shop is another key stakeholder, as it is the end consumers of the products manufactured by the firm. Consumers expect products to be of excellent quality and sufficiently ethical and sustainable. Consumers’ perceptions relate to the changes in product design and the approaches to promoting products. Communicating with the customers through polls, social media profiles, and customer loyalty programmes also makes the company realise what the customers want and what they do not want (Body Shop International, 2024). 
 
Employees: 
People are invaluable assets that make up the firm, and other resources are dependent on them. The level of productivity and the quality of customer service directly correlate with these two aspects of response. Currently, The Body Shop pays sufficient attention to its employee acquisition and early treatment programs in a manner that is consistent with the company's ethical practices (Tench & Yeomans, 2009).

Suppliers: 
The supplier of The Body Shop is one of the company's most important and valuable stakeholders, with particular reference to the participants in the Community Trade program. We should also advocate for the welfare of consumers by ensuring fairness in trade and goods sourcing. We manage supplier relationships to ensure quality and sustainability, while also enhancing the lives of those in communities dependent on these products (Body Shop International, Limited, 2024).
 
Shareholders: 
The firm's operations and expansion rely on the financial contribution of its shareholders. To resolve shareholder dissatisfaction, proper communication of the firm's financial status and strategies is critical. However, the capacity to make profits also dictates ethical responsibilities that are equally important in sustaining investors’ trust (BBC News, 2024). 
 
Government and regulatory bodies: 
Legal requirements are therefore essential in The Body Shop's operations to ensure compliance. Policies formulated by the government in relation to cosmetics, the environment, and labour laws might affect the company. Interacting with the agencies helps with compliance and lobbying for friendly policies (The Body Shop, 2024).
Community: 
The company under investigation significantly impacts society, particularly in its ethical approach towards the environment. Proactivity in local communities by providing employment, supporting fair trade, and addressing global issues creates a positive image of the company and builds customers’ goodwill (Tench & Yeomans, 2009).

[bookmark: _Toc170809505]Conclusion
Hence, it is crucial to underline that The Body Shop has always been an exception for beauty with an ethical and sustainable position. The company's current situation, however, is characterized by poor financial performance and stiff market competition. The value chain analysis concentrates on the internal processes within the organisation, while Porter's five forces of competition and the PESTLE analysis address the external environment's challenges and opportunities. 
[bookmark: _Toc170809506]Recommendations
1. Enhance digital presence and e-commerce strategy: 
Subsequently, we identified that The Body Shop should invest heavily in the company’s digital capabilities as a method of enhancing online sales. This entails improving the website, using statistical analysis to better understand the customer, and using appropriate internet marketing tools. Cooperating with social media accounts for certain products or services and using platforms such as Instagram or Tik Tok can target younger audiences who are open to using technologies. 
2. Diversify the supply chain and strengthen supplier relationships: 
To mitigate the risks that might arise from supply chain disruptions, The Body Shop should expand its supplier base and engage in long-term contracts with its main suppliers. This entails contracting with suppliers from different regions on the purchase of raw materials, while also ensuring that the obtained contracts adhere to the right and sustainable standards. It is also possible to use modern supply chain management and analytical tools to track potential disruptions and maintain product availability to meet consumer demand. 
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