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Introduction
Marketing would not exist without customers. In a Marketing definition we will include customers and the way their needs are satisfied while bringing profit for the business that serves them. In today’s world, marketing cannot be defined anymore by the action of telling and selling. We live interesting times when our needs are attentively studied and products and services are being developed and adapted, businesses start and transform based on our immediate, real needs and induced wants and demands. (Kotler, P. et. al, 2018, p.30)
For the purpose of this essay, I will be focusing on the processes of marketing mix as well highlighting the stakeholder’s engagement of The Body Shop Cosmetics Company.
The Marketing Process consists of five stages (see Figure 1). The first four stages are directed to the customer: understanding what the customer wants, how to capture his interest, how to build a relationship, and eventually how to transform this relationship into profit. The fifth stage is what the marketers are expecting as a result of the implementation of previous 4 steps i.e. customers satisfaction that comes closely related with loyalty. (Kotler, P. et. al, 2018) 
[image: What is involved in the Marketing Process?]
Figure 1 – Steps of The Marketing Process (source: marketing-insire.eu)

From the marketing process definition, we can understand that for a successful business we need to go through a strategic marketing planning process. This is a complex process done in multiple steps by defining the goals and objectives of your business, having a clear understanding of the factors in the environment influencing or impacting your business (internal and external), designing your product, implementing, and managing your business.
Mission and vision
The Body Shop (TBS) began its journey in March 1976, in Brighton. Founder Late Damme Anita Roddick opened a small shop in her hometown called The Body Shop. Initially they only sold 25 skin care products and the clients were encouraged to recycle the containers. This later on turned into an environmental movement defining the green business specific of TBS, together with their commitment to use natural ingredients coming from cruelty free and ethically sources. This specific places TBS in a niche in the cosmetics market sector. 
Today TBS has around 3,000 stores in more than 60 countries, selling a range of 1,000 products. The company was acquired in 2006 by L'Oréal and eleven years later, sold to Natura Cosmetics company, maintaining its identity through all these changes.
Mission and values
Part of the marketing process, the first step for every company is to define its mission. This will be either an inspirational or straightforward phrase and will need to answer some strategic questions such as why the business exists and how it serves its customers. The mission statement is brainstormed at the very beginning stage of the business and unlike other strategic planning done later in business life, the mission is done by the director or board members. (Alegre, 2018)
The Body Shop founder, Anita Roddick was a great believer in the transformational power of businesses. They have committed to create a better environment for both animals and humans. Starting from using sustainable sources for ingredients and evolving to more complex issues, the company’s values have evolved throughout the decades. Their values are to develop and maintain the community Fair Trade program for natural ingredients, to fight against animal testing in cosmetics manufacturing, to promote human rights with an emphasis on women empowerment and equality, to protect the environment through their environmental campaigns and use of recycling and repurposing of their packaging. (The Body Shop, 2020)
Situation analysis 
A next step in the marketing process is about learning of the internal and external factors that can influence the company or the market it is positioned within. A regular analysis is imperious for every business determining the health of the business, what are the strengths and weaknesses of the business, what are the opportunities and threats possibly affecting the business or the market, what are the market trends, etc. An outcome of such an analysis is the marketing plan outlining the strategic actions the business must take to be successful. Businesses can perform this analysis through several methods such as SWOT, PESTLE or Porters Five Forces. 
I will analyse The Body Shop company’s SWOT and PESTLE factors. 
SWOT analysis is divided into internal and external factors that influence the business and its market. Strengths and weaknesses measure the internal performance (micro-environment), with factors that can be directly influenced by the company’s strategic actions: we measure what the company does well, what needs improvements. Opportunities and threats refer to the external factors (macro environment) that cannot be directly influenced by the company rather the company might be impacted by these factors such as a new market competitor or demographic changes. (Puyt, 2020)
[bookmark: _Hlk60840508]PESTLE analysis gives a macro overview of the factors that might impact the business. The term is a mnemonic acronym that stands for Political, Economic, Social, Technological, Legal and Environmental factors. All these factors are analysed as their influence is important for the environment the business operates in, but the business cannot influence these factors and needs to be aware of the trends in changes. 
The Body Shop SWOT Analysis
 Strengths 
· Products: TBS has a wide range of products made of sustainably sourced, natural ingredients. This gives them a wider range to customer reach. Also, most of the packaging used for the products comes from recycling or from environmentally friendly sources. This positioning of TBS is one of their strongest strengths
· The Franchising System: Although started early on business development since 1984 the franchise system owners were attentively selected by TBS founder and her partner. They had to share their values and passion for the same causes and be willing to maintain TBS spirit. The franchise system offered TBS a massive worldwide coverage while keeping minimum investment
· Women empowerment: approximately 72% of TBS employees are women. Women are also a majority in their franchise system owners and in the home consultants and distributors MLM system. TBS is helping women get into work and thus maintaining their financial independence
· Green business: TBS’s founder was an activist for human and environmental rights and her beliefs were transformed into company’s CSR (corporate social responsibility) strategy. She put her activism at work in numerous social campaigns thus bringing the positive change she envisioned for her business. Creating sustainable fair trade community programs, sustainable farming sources for ingredients, recycling packaging and using biodegradable materials, all meant to create a minimal impact on the environment for a maximum benefit and positive effect. (Njabulo and Ellis, 2019)
· Strong brand image: in direct relation to the environmental impact the business has, TBS build their brand value on their strong association with the success of their social campaigns. Moreover, their sustainable sources for raw materials and creating the Fair Trade communities program build on their socially responsible image
· B-Corp Certification: The long-time contribution to environmental and human causes brought TBS this business certification in 2019. The certification shows the high standard of accountability and social& environmental responsibility TBS achieves and is committed to achieve further. Together with the Triple Bottom Line stamp show that TBS is a business interested not only in making profit but equally to improve the environment, people’s and animal’s lives.  
Weaknesses 
· Pricing: one of the biggest criticism TBS receives is about some of their product’s high prices. When the market was not saturated with products made of natural ingredients, this was not seen as a problem; but once the competition developed similar products with lower prices, TBS lost segments in the market
· Reduced advertisement: in the past, TBS did little advertisement considering their stores offered enough exposure for the business
· [bookmark: _Hlk60776725]Lack of PR strategy on L'Oréal acquisition: When TBS was bought in 2006 by L'Oréal Cosmetics company it immediately attracted criticism and disapproval from loyal customers who felt betrayed. That is because at that time L'Oréal did not had a company -wide policy against using animal tested products or against testing their ingredients on animals. This led to a decline in sales over the coming years and eventually to a deal of selling TBS in 2017, to an eco-friendlier company- Natura, a Brazilian cosmetics company (Butler, 2017).
Opportunities
· An increased interest in natural, eco-friendly cosmetics: customers are increasingly aware of the benefits of using naturally sourced cosmetics and do not want to use excessively chemical products. This is a continuous opportunity for TBS as they are already producing skin care natural products and can extend the trends to more natural makeup products
· E-commerce and online shopping: there is a constant increasing trend of online shopping, especially during the current pandemic. TBS has an easily accessible website and in certain countries Amazon and E-bay have a TSB online shop. TBS can capitalize on this opportunity by offering free delivery for all purchases
· Consultants and distributors network: TBSs consultants’ network are a powerful force to promote the products and build on the CSR image. They also became the image of the women empowerment campaign. 
Threats
· Strong competition: The beauty industry is on upward trajectory and the competition is always high. Some of the main competitors of TBS are some other brands commercializing natural products such as Yves Rocher, L’Occitane or Weleda. TBS needs to constantly analyze their customer needs and come up with new product lines in order to maintain the current customer while attracting new ones 
· Supporting sustainable farming for raw materials sourcing: As part of their eco pledge to use Regenerative Natural Ingredients, TBS will have to phase-out from community projects that cannot adhere to sustainable farming therefore will not support them and will need to seek out alternatives for sourcing their raw materials. 
· Brexit: more than 90% of TBS raw materials used for their products manufacturing are sourced from outside UK. Changes brought by new commercial agreements between UK and EU means import taxes, added transport costs, or supply chains might be affected by negative changes that will result ultimately in the need to raise the price of products or for some product lines to stop. 
As any other research method, SWOT has its limitations of which we can mention that it can generate as many ideas as the people involved in it have knowledge about the given company – too many ideas can be an impediment in finding the one to concentrate on and too little ideas might not generate the realistic situation; it doesn’t necessarily lead to finding a solution to the listed threats and weaknesses rather than analysing them; also the method is not offering a tool to prioritise the identified problems. (Gurel, 2017)
The Body Shop PESTLE Analysis
Political factors:  
· The unstable political climate and high levels of corruption in the countries from where TBS is sourcing the raw materials can affect their supply chain. 
· Terrorism is another major factor that can impact the business partnerships and economic ties with the specific country. 
· Trade agreements within specific country have direct impact on the trading relationships with that country. 
· Taxation rates, fiscal policies that certain countries apply can impact with the TBS’s revenue or development. 
· Brexit will create new opportunities and will bring many changes to the way businesses work, including TBS.
Economic factors: 
· Inflation rates impact the consumers purchasing power and the company’s pricing strategy.
· Exchange rates influence the production costs and will have an effect on the products price.
· Interest rates influence the economy, the bank loans, rent prices, etc. ultimately impacting the business costs.
Social factors
· Consumer trends are influenced by economy, season, age, other cultural trends and can influence the business growth or expansion. TBSs consumers are more interested in products coming from sustainable sources.
· Demographic changes also need to be studied as they ca generate new trends and demands.
Technological factors
· Increased internet availability makes online purchasing widely available and business operations faster and feasible.
· Use of new technologies such as VR (virtual reality) can bring new opportunities for products launching, attract new customers and increase online sales. (Pitcher, 2020)
Legal factors
· An important legal factor that can influence TBS activity is the regulator in the certification of natural or organic products for specific countries. 
· Safety standards and consumers laws can directly influence TBS activity and needs to be aligned with the company’s internal regulations and work legal requirements. 
· Increased protection in environmental legislation is another factor influencing TBSs business and CSR activity. 
Environmental factors
· Climate change with its effects (draughts, floods, hail) directly impact agriculture and the culture of raw materials for TBS products 
· Biodiversity offsetting, sustainable agriculture also determine changes in the way TBS sources their ingredients and mobilises resources for environmental campaigns.
PESTLE analysis is not a perfect method either. Its limitations include a restricted research done only from the six factors point of view; it is based on assumptions as it implies some forecasting of the future, at the same time situations can quickly change; it captures a high amount of data that can be difficult to refine and draw conclusions from. It is best to use this method in correlation with other situational analysis research methods. 
STP – Segmentation, Targeting and Positioning
[bookmark: _Hlk60855408]After we identified the micro and macro factors, the next step in the marketing process is designing our marketing plan/strategy that will set out who are our customers (Segmentation), who will we reach (Targeting) and through which marketing methods (Positioning). The marketing strategy will also include measurable goals and have a marketing budget outlined. 
Segmentation is the process of separating the large mass of customers into specific segments. Marketers know a business cannot serve all customers so it is very important to do the marketing segmentation and only select (target) the segment your business will serve the best. (Kotler et al, 2018, p.34) The segmentation is done based on different variables and characteristics such as: demographic, geographic, psychographic, behavioural &lifestyle, etc.  
TBS current segmentation is done based on demographics and psychographic characteristics. They chose to focus on women and men, aged 18 – 55, from middle to upper class level, preoccupied with environmental issues, living a healthy lifestyle, well-educated with knowledge of the benefits of natural ingredients for their skin and wellbeing. 
Targeting is selecting the customer market segments that we know will best meet their needs &wants. In this stage, the business learns more about the selected customer segments, and how to best reach them. For this they use strategies as undifferentiated (mass marketing), differentiated (segmented marketing), concentrated (niche marketing) and even micromarketing. (Kotler et al, 2018, p.75) 
TBS is using a differentiated marketing mix to reach different customer segments. They use their natural products to target consumer interested in healthy lifestyle and their environmental campaigns to reach people who care about the environment, non-animal tested products, sustainability. Because their advertising is concentrated and uses specific media influencers, we can say that TBS addresses to a niche segment. 
Positioning aims to put the product or service in a special place in consumer’s mind. The product needs to be perceived as unique from the rest of the competition so that it will be bought. This means it is important how the business differentiate from its competitors so that it delivers what it promises to its customers. (Kotler et al, 2018, p.77) 
In relation to its competitors, TBS is perceived by its customers above Garnier, Nivea, No 7 or Dove with just one main competitor i.e. Lush, in terms of pricing and quality. Marketers use a perception map to establish this comparison in consumer’s mind. 
A different method is the 4Cs i.e. Clarity, Credibility, Consistency and Competitiveness. TBS positioned as a company that militates for banning animal testing and other socio-environmental causes. They gained credibility through their widely accessible stores offering free skin care advice. Their consistency is maintained by aligning their values with their socio-environmental campaigns and ultimately with their sustainably sourced, cruelty free, natural products thus maintaining their position in the market competition. 
Marketing mix
After we designed our marketing strategy, we will focus on the tools we use to engage our customers so that we can gain a returned value (i.e. the Marketing Mix). We can do this through many possibilities, but these can be grouped into 4 main categories called the 4 Ps that stand for: Product, Price, Place and Promotion. 
The Product is what the company offers. Price means how much money a customer has to pay for the product or service. Place comprises the ways the product is distributed and made available and Promotion is the activity that convinces the customer about the product’s benefits and need to buy it. (Kotler et al, 2018, p.78)  
TBS are pioneers in promoting ethical beauty and ethical consumption. Their products are inspired by and sourced in nature. They use natural raw ingredients extracted from plants or minerals without any chemical modification (like the Aloe Vera, shea butter or tea tree oil).  In their transactions with the suppliers, they use fair trade practices abiding by the rules of Community Fair Trade program launched back in 1987. They pledged to use regenerative natural ingredients that come from sustainable farming.  Also, their products are not animal tested and they have been a major changing factor in the campaigns aimed to end animal testing. However, the products are tested in laboratories by experts using non harming methods. TBS works to reduce their environmental impact by using less plastic packaging, more recycled and plant-based materials, and by encouraging customers to repurpose, reuse, and recycle their products packaging. 
Their diversified product portfolio includes products designed for different skin types but also targeting different skin needs function to the age range of the customers: younger generation, matured people, ageing or first signs. Their products range include products for face care; products for body care; cosmetic products; hair care products and fragrances. (The Body Shop, 2020)
Their pricing strategy is premium pricing for premium products with a price range that is medium to high. They adopt a cost-oriented and a value-oriented approach in their pricing strategy. Considering the high competition in the skin care and beauty industry they also have a competitor-oriented approach. 
For placing, The Body Shop uses both direct and indirect distribution channels. Their products can be bought:
- from one of their approximately 3,000 stores from more than 60 countries (UK, France, Romania, Germany, Portugal, Spain, Cyprus, Canada, U.S.A., Australia, South Africa, etc.); 
- Online at www.thebodyshop.com or on the e-commerce sites such as Amazon or E-bay;
- through their network of Distributors and Consultants - The Body Shop at Home™.  
Promotion
The Body Shop has differentiated their image and promotion strategy from the mainstream fashion industry brands by not using celebrity endorsement, expensive advertisements, or glossy, expensive packages.  TBS uses a mixed promotional strategy, using multiple channels to promote their products: advertising, sales promotions, direct marketing, and social media marketing. They use a strong Corporate Social Responsibility (CSR) strategy that stands on the values of its founder. Their products are another way of promoting through Brand campaigns such as Enrich not Exploit. Their stores are as well part of their promotion strategy both online and in-stores offering free advice and self-care tips. They use e-mail marketing and social media to attract and retain customers but also to communicate with their stakeholders.
Stakeholders 
Stakeholders are parties directly interested in the business and can either be affected or affect the business. The internal stakeholders are the ones directly involved in the business while the external ones that do not work directly but are impacted by the business. (Kotler et al, 2018)
TBS has always been conscious that their success will directly impact the success and wellbeing of their stakeholders. 
TBS’s stakeholders are: 
· the employees, including the people working in their franchise system and also their MLM network of distributors impacting the business on each operational level;
· the customers – playing an important role in trading; 
· the suppliers, including the Fair Trade communities of suppliers – are extremely important in the production chain whilst being part of TBSs CSR strategy of impacting communities.
Conclusions and recommendations
The Body Shop company is a historical brand that can say it brought innovation in their market sector. From a small shop started by a mum who needed a stable income it expanded to become a worldwide business, estimated at one billion euros, that changed lives and the environment. Their development and expansion followed marketing planning process and was mostly consistent in its strategic CSR and environmental campaigns. Their founder vision that business can shape the world and societies led to empowered communities, worldwide campaigns, changes in legislation and community of lifelong loyal customers. 
TBS can explore in the future expanding the online marketing especially for areas where a store is not accessible. They can try product diversification on cosmetics line they have not yet approached such as nail polish or a products line for babies and children. They can also expand the products line for men’s range of products. 
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