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Abstract
The way Body Shop International PLC (BS!) develops itself is really
amazing. In the world of international business surrounded by
strongcompetition, BSI still able to struggle and maintainits position
as a company that will always concern of environment protection.
This article will discuss and evaluate the way BSi's strengths in
gaining competitive advantage along with its weaknesses and the
way it handles the external threat. Lastly, this article also provides
some good recommendation strategies which would be carrying

great weight for company in ten years ahead.
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yﬁe Body Shop Inlemational

PLC (BS)) now has 2019 stores in over 50
countries all over the world. It has been
eslablished since 1976 by Anita Reddick,
who has an exfreme mission in environ-
ment protection in the way she develops
her business. (n order to suppart the mis-
sion, her skin care and cosmelics prod-
ucts develops constanly through unique
dimension by using natural ingredients,
such as aloe vera, cocoa butter, and jo-
joba oil in order to attract women as the
major customers. Mare over, all producls
are against animal testing, environmental
fiendly and free from humanrights abuses,
Plus, her business strategy of franchising
has been growing in all over the warld.
The company has been eslab-
lished well enough. Anita has a strong
visualizalion of protecting the environ-
ment and she requires every parly in-
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volved in her business such as smploy-
ees and franchisee would implement the
same vision. Gonsequently, there are
many problems occurred in her business.
Far instance, lack of integrity between
headquarter and subsidiaries and mis-
managing crass-cultural communication.
Although Anita motivates allemployees o
create product improvement consistently,
supporting with conducling some re-
searches in meeting consumer's needs,
BSI still has to strive hard with competitors
because the company does notuse inten-
sive advertising as a pramction ool 10
markel the products intemationally. There-
fare, in terms of solving the problems, this
research aims to examine sorme possible
alternative strategies that could be imple-
mented by BS! in order 1o reposition its
business in retail industry.

Conceptual Framewark
M Strategy Formulation Literature

In this research, we will use a frame-
work that normally being used 1o generate
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several alternalives siralegies called
SWOT (Strength, Weaknesses, Opportu-
nities and Threat) Analysis. This analysis
appears in a matrix which composites of
the way external opportunilies and threats
facing a particular company can be
matched with that company’s internal
strength and weaknesses. Thistool also a
good way as a brainstorming to produce
alternative strategies, evenitforces strate-
gic managers to create various kinds of
growth and retrenchment srategies. The
SWOT Matrix can be used not for a whole
company only but also for specific busi-
ness unit within a corporation {(Wheelen &
Hunger, 2004, pp.114-115).

Research Methodology

Asthe purpose ofthe study 1o examine
someallemative strategiesforBSI, aquali-
tative approach was adapted and uses an
internal and external data that collected
from Annual Aeport Body Shop Inlerna-
tional PLC 2005 and some supparting
academic and peer reviewed articles. Si-
mullaneously based onresearch purpose,
ihis applied research aims to answer the
research questions as follows;
RQ1: How does the company generate
altemative sirategies that can be
usedloexploremoreitscompetitive
advantage ?
What are the best altemalives
strategy and why should the com-
pany implementthose strategies ?

Based on theorsetical framework that
being given and to answer the above
questions, this research will utilize all dala
required and segmenting the data inlo
category of strength, weakness, opportu-
nities and threat. Thus by using SWOT
model of analysis, the possible strategy
atematives will be acquired.
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Results And Discusslon

How does the company generate al-
ternative stralegies that can be used to
explore more its competitive advantage?

In order to produce some altemative
strategies, in this research lhere will be an
evaluation of issues and problems oc-
curred in Body Shop. More over, the analy-
sis of IFE & EFE Matrixindicated that BSI's
capability in uiilizing its strength and op-
portunilies simultaneously handling its
weaknesses and threats slighly above
average (See Appendix 4). Therefore, the
analysis of Strength, Weakness, Opportu-
nities and Threat (SWOT) matrix assess-
ment will be applied and eventually the
output can come out with some efiective
strategies for the company in the future.
There are several issues involved in the
way Body Shop develops and strugglesin
international market. Firstof all, let us starl
with the company's strengths.

Firslly is company's strength wilhin
franchising implementation. Anila set the
standard requirement for every franchi-
see exisled lo camy out the Body Shop's
core syslem in the production and opera-
tion process. She is very firm on this rule,
as indicales she controls the franchisee
regularly by visiting into the location di-
rectly, conduct personal test there and
esltablish the aftitude lowards environ-
mental friendly (Deresky, 1986, p.538). In
this case, Anita intents to establish high
integrity for every person who uses Body
Shop as hisfher business brand. As a
result, her reputation as alady who discov-
ers lhe "green” products is widely known
in international business area.

Secondly is the strenglh inimplement-
ing business mission which indicates high
commitment of every party involved. This
principle now has being shifted into new
version which use three Rs : Reuse, Refill
and Recycle (Mirvis, 1994, p.89). For
instance, headquarter and all subsidiar-
ies must working hand in hand with small
producer communities who supply natu-
ral ingredients, simultaneously the com-
pany must keep on produce the various
praducts which suitable with different type
of skinand meet the cuslemerneeds. This
aims to embrace "honesty” as one of the
individual virtues of BS| marketing strate-
gies (Hartman & Beck-Dudley, 1999,
p.259). All employees and franchisees

Research

Questions
(RQ)

Theoretical

SWOT Malrix

Framework

Assessment

have to be active in social activities which
support human rights, and always keep
the environment from harm (http:/
www,lhebodyshop.com.au) (Accessed
09/09/02).

For example, Body Shop Canada has
been performing the STOP Violence
Against Women for 10 years. In order 1o
enhancehis program, thecompany raises
the budget campaign up to $1.3 million.
This reftects thal Anita has been success-
ful in delivering her marketing strategy to
the franchisees and introduging her prod-
ucls to the world. The company’s value
remains the same until today, We can find
in every Body Shop outlet through out the
world prometes the underlying 5 key ar-
eas @ Against Amimal Testing, Suppart
Community Trade, Activate Self Esteem,
Defend Human Rights and Protect QOur
Planet (hip:/fwww.bodyshap.com) (Ac-
cessed 06/05/05). This is also what Anita
identifies as vigilante consumerism where
consumers work together with human
rights and envirgnmental groups lo keep
the nature from harm where the role of
government was unreliable (hilp:ff

In termns of organizing the refation-ship
between headquarter, subsidiaries and
franchisees, it is obvious that BS! was
influenced by ethnocentric predisposition.
This term specifies that the parent com-
pany responsible to generate all value
and interests lo create strateqgic decisicns
and deliver them lo subsidiaries (Hodgetts
and Luthans, 2000, p.258). Nonetheless,
in order 1o mest local needs, BSI imple-
menl think global-act local strategy, and it
has being proved ithat the responds is
significant. Apparently, company’s social
campaign also already implied \he same
strategy {BSl PLC Annual Report & Ac-
counts, 2005}

Hence, we discuss the company’s
strength within human resource manage-
ment. The company has been accom-

plished some activiies below:

B Body Shop Training Schoolin 1985 for
employees and franchisers to purvey
education in environment protection
and to acknowledge company’s
mission in building environmenilal
friendly products. This is what the
company called as empowerment
which requires external acticn and
process of intemnal belief. This training
also aims to educate employees about
the products and simultaneously
capable in selling the products with
appropriate approach to customers
(Lavare & Klsiner, 1997, p-30).

B Caringforthe social community issues,
for instance conducting campaign
coliaborating with Greenpeace, against
BExxon Mobil (Esscwhorefused global
wanming {www.anitaroddick.com)

B Howlo freat the cuslomers as afrisnd.
Thiscouldbefoundin BSinew program
called The Body Shop Lunch Lounge
al BS| websile {hilp:/fwww.bodyshap,
¢om}. This praogram facililates woman
in acquiring rest and relaxation during
lunch hour which based on research
most women find it relaxing, There are
varieties ofinformation that BS1 offered
in this program, obviouslythis program
really beneficial for women.

More over, Body Shop management
conducts an annual meeting for Board
Directors to analyze the issues which rise
from subsidiaries and franchiser, and also
to examine the problems amongst the
shareholders. In orderto obtain feed-back
from employees simultanequsly improv-
ing the value of communicalion betwesn
Director and staffs, the company provides
DODGI (The DepartmentofDamned Good
Ideas)system, therefore thevaluable ideas
from statfs could be addressed to the lop
managementleveldirectly (Daresky, 1996,
pp.538-549).

Based on research is shown that the
company implements two way of commu-
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nication amongsttop managers and staffs,
staffs and cuslomers. Two way of commu-
nication generates significant verbal con-
tribution within the interaction. It provides
responds, information, suggestion, and
supporl for two parties involved {Mead,
1984, pp.183-184).

Furthermare, BSl's strengths in prod-
uct development aspect which shown the
company's effort to improve products
varieties is magnificence (See Appendix
1). For instance, Anita her-seff, is willing to
Iravel for five months a year to discover
néw natural raw material for the new
product's ingredients in all over the world.
Forexample, in 1891, she traveled to India
and discovered that Chepang indigenous
people grew herbs that can be useful for
healhy skin care, hence Body Shop used
the herbs in its product Ayurvedic. What
the company did here ulimately suppor the
less developed communities in Impraving
their business while the company’s devel-
ops ils ability in making new product (hitp:/
Mwww anitaroddick.com) (Accessed 05/05/
(5). This is what Anita called as a fading
not an aid.

More over, the research and develop-
ment division always concentrates on one
particular product in arder to achieve the
effective outcome. For example, during
1895, R&D departmen! focused on ana-
lyzing skin care product only. As a result,
the company has succeeded in introduc-
ing 15 new praducls wilh various types of
cosmelics. Additicnally, in order to en-
courage product's ingredients accuracy
in against animal testing, the head-gquar-
ter requires all suppliers to state in written
Ihat all matenals that they provided are not
being lested in animal every six months
{Deresky, 1996, pp.544-548).

In order to meel cuslomer needs the
company uses strategy called mass
customization which determines lhe
company's ability in large basis o expand
its technology to fulfill various needs of
irternational consumers, simultaneously
increase the quality and economies of
scale {Hodgetls and Luthans, 2000, p.55).
The reason why the company's total cost
is not high {except in USA and UK} (BSI
PLC Annual Report and Accountrs, 2005)
and product’s price has competencyin the
market, is because the advertising cost
contributed in the products is very low,

plus the company deliberately recycles

the packaging.

Another development that BSI| has
achieved is the program of Bedy Shap al
Home which provided in UK, USA and
Australia (See Appendix 1}. This program
indicaled great respond from customers.
The program allowed BSi to obtain more
customers by bringing the store directly to
customers home {BSl PLC Annual Re-
port and Accounts, 2005).

Upon all the strengths the company
has in developing her business, there are
also several weaknesses emerged as
below:

B Staffs and franchiseas do nothavethe
same point of view wilh Anilg within the
implementation of specific projects and
this situation would lead o the conflict
amongst them.

B Ancther example is there are some
employees disagree with the idea of
doing volunteer work. Anita enforces
all employees to conbribute in social
activilies for four hours every month
such as volunieer work. The company
will pay up to len hours perweek upon
theirworkasavolunteer. This condition
has been crticized as employees are
being exposed in protecting the
environment and lhe fact that the
employees still getpaid forbeing social
warkers (Mirvis, 1994, p.B5).

All of the conditions abova explained
that there is lack of capabiiity in enforcing
the company culture to employess and
franchisers. Anila has high expectation of
employees and franchisees commitment
of her mission and padicipaling in the
social activities (Ceresky, 1996, p.549).
Therefore since she Is less polite, patient
and diplomatic, she tries so hard to build
a two-way communication with all employ-
ees. Additionally, the research also found
that Anita was not consislence in treating
the franchisees. In terms of agreement
condition, the freatment lo the first franchi-
see is more favorable than the latest one
{Hartman & Beck-Dudley, 1998, p.252).

Thus, Anita had dilemmas in manag-
ing the employees in New Jersey be-
cause most employees have diflerent
perspective in doing business and way in
taking carg of the environment On the
other hand, Anita also had difficulies in
facing the employees who love delng
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social campaign too much, and they tend
to disregard their job (Deresky, 1998,
p.547}). In this case, the management or-
ganizes the annual environmenlal audit
which published regularty in UK to ac-
knowledge and investigate whether the
sociat activiies and campaigns are ben-
eficial for all parties, like employaes, fran-
chisees, customers, suppliers, sharehold-
ers, and communilies, or not (Deresky,
19986, p.549).

From particutar symptoms as above, it
explained thal the company has lack of
ability in achieving synergy within the
corpany and having dificulties in man-
aging cross-cullural communication. It is
shown that she has difficulies in determin-
ing her philosophy, vision and mission
withthe employeesandfranchisees across
\he world. Indeed, it requires particular
management skill lo manage mixed
groups of people who have different edu-
calion, professional and cultural experi-
ences. More over, itrequires a leng period
oftime to organize and solve the problems
within diverse groups (Mead, 1994, pp.14-
15).

Referming to the SWOT analysis, the
next facet is the analysis of company’s
opportunities. Because cof Anita's unique
perspective in developing her business,
Anita oblains high opportunilies in ex-
panding her business. In 1987, she re-
ceived 10,000 letters of inquires from
Americans 1o acquire franchise of Body
Shop (Deresky, 1996, p.542).

Furthermore, BSI1 also could gain op-
portuniies lying within Asian market, es-
pecially within Southeasl Asia. It indicates
that there is a rapid growth emerged as
resulted from high tumaover and operating
profitin Asta market{Deresky, 1996,p.552).

More specifically, based on research
in Thailand, young generation of Thai
people is easy to get attracled to the prod-
ucts which environment friendly. Beside
lhe young generalion, office warkers with
high and upwards education also be-
come a profitable market Despite good
market respond, Thailand’s natural re-
sources like makrood, kamin and dawk
also could support B3] in developing new
products {Johri & Sahasakmontri, 1998,
pp. 270-272).

Along wilh gradual increase of sales
and margin growth in United Kingdom



and Republic and Ireland, BSI also seek
for expanding its market within Russia and
Jordan referring te the success in opening
new stores in Latvia and Lithuania (BSI
PLC Annual Report and Accounts, 2005).

Finally, the last analysis is the external
threats. Anita has difficultias in delivering
her messages specifically to the world.
There is a negative opinion about the way
her notion's of protecling the environment
within her business strategy. Some opin-
ions see that as alaking advantage move-
ment. This threat could threat the com-
pany and ruin Anita's reputation. Essen-
tially, it could result in declining market
share (Hartman and Dudley, 1999, p.262).

Furthermore, the company has to ba
aware of the problems in volalility industry
and exchange rate that appeared be-
cause subsidiaries are standing in the
different countries with different economic
and political condition {BS| PLC Annual
Report and Accounts, 2005). The risks
that appeared in BSI are both macro and
micro political risk, which normally
emerged within foreign investment activi-
lies. Macro risk identifies all risks Lhal the
multinational companigs have to bear in
ane particular country because of political
decision. Micro risk determines the risks
which appeared in the specific seclors
only (Hodgetts and Luthans, 2000, p.283).
For example, the declining sales of volu-
me in US because of exchange rate diffe-
rentiation between US and UK could be
referring as the macro risk. As the micro
risk, US and UK have difterent regulaticns
in controlling recycling programs due to
each local governmenl implies different
requirement, BSI has to consider the con-
dition due lo its impact to the company's
recycling standards (Deresky, 1996,
p-549).

Additionally, BS| should be aware of
competitor's attack within advertising area
since the company barely uses the adver-
tising as a profitable tcol in exercising
marketing strategy. This condilion could
result a problemn, such as in US, Holland
and Spain, the stores operalional man-
agement had been struggle guite hard in
competing with the large number of pow-
erful competitors in the personal care
markel sector whereas these competitors
have high intensity of advertising pro-
grams (Deresky, 1996, p.551).

More over, BSl's major competitor
named Garden Botanika and Bath& Body
Works which emerged in US market also
become an issue need to be acted. These
two companies have similar mission to
BSI including the preducts which have
source natural ingredients (Anonymous,
1996, p.23).

Whatare the bestalternatives strategy
and why should the company
Implement those strategles ?

A. Sclutions in Marketing Strategy

There are several solutions involved.
Firstly, in order to overcome the threals
from other competitors that mainly oc-
curred in US, BSI should resvaluale
company’s marketing strategy and con-
sidering conducting an intensive adver-
lising program with detail analysis of de-
mography, socio-cultural environment
and consumer behaviour and needs in
each country in order lo avoid the mislead-
ing advertising. This could be taken as part
of generating the Think Global Act Local
Strategy which BS! already applied. For
example, what happened in US where the
BSI’s advertising in one of the mall ap-
peared in another company's advertise-
ment instead of BSI itself. This condition
determines that the company has less
capability in -delermining the marketing
stralegies in achieving customer aware-
ness in mall (Hartman & Beck-Dudley,
1999, p.259). Although the company's
pedormance within advertising activities
well enough by paricipaling in many so-
cial campaigns and providing prolecting
environment brechures in all of the slores,
those are not enough o compete in the
international markel Forinstance, in Thai-
land, BSI's products are barety known as
green products because of lack promo-
tion word of mouth {(Johri & Sahasakmont,
1988, p.275). As different occasion hap-
pened in Japan, though Japanese market
shows high respond in saving the envi-
ronment, BS1needs to be aware of power-
ful competitor in Japan which is Austra-
lian company. This company is better in
entering and underslanding the rooted
culture of Japan (Anonymous, 1996, p.
25).

As lhe standardization of intemalional
marketing strategy related to the market-

ing-mix censists of product, price, place
{distributiory) and promotion program, the
advertising process is one of the signifi-
canl aclivities in inlroducing the products
and simulanecusly attracts the custom-
ers. Referto the standardizaticn of market-
ing strategy, there are two aspects thatthe
company must concem, which are mar-
keting program and marketing process. In
formulating marketing program requires
various activities, such as product design,
product pasitioning, brand name, pack-
aging, advertising messages and so on
while lhe markeling process identifies
the company's implermentation and de-
velopment of the marketing program as
above (Vernon and Wortzel, 1990,
pp.335-336).

1t is no doubt that BS1 has applied a
good marketing slrategy as shown its
brand, product feature and price are ca-
pable to fulfil the consumer needs. Ac-
cording o Goodyear Model, BSI's brand
already entered stage fivewhere the brand
already has a complex identity and con-
sumers are actively involved in the brand
creation process, Based an this stage, all
stakeholders must perceive the same
notion (McEnally & Chematony, 1999, p.2).

However, since BS! is a multinational
company which develops in lhe different
countries with different economic condi-
tion, the company can not implement the
same marketing strategy in every country.
Advertising program would somewhat
improve company's position to gain more
market share and expand the ability to
compele in the diverse environment.

ILis understandable why the company
does not want 1o conduct the adverlising
campaign in order to show the world that
BSI really commit to its mission and objec-
tive in saving the environment. Neverlhe-
less, in order to strengthen the brand eg-
uity, BSI needs lo enhance the program of
brand awareness by spreading its brand
and mission to the world so thal consum-
ers know company’s nolion deeper than
before.

According to Kotler (2003) there are 5
Ms of advertising that the company could
eslablish in managing advertising pro-
gram and also to maintain company's
objective in doing advertising campaign
inslead of word of moulh, pamphlets, post-
ers and brochures:
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B Mission which determines from prior
decisions on target market, market
positioning and marketing mix.

B Money where BS! has 1o consider few
factors in determining the adverlising
budget. The factors are stage in PLC,
market share and consumer base,
compelition and clutter, advertising
frequency and producl substitutability.
In verifying each factor, BSI must
distinguish every faclors in every
country therefore the budget will be
allocaled in the appropriate and
effective way.

B Message which indicales how BS1 will
generate the messages, evaluate and
select them until the messages
executed, and net to forgst reviewing
socialrespensibility. Again, inthiscase,
BS| mustproduce messages differently
in every country due lo prevent the
negative responds from societies in
the way Anita’s notions in conceming
of the environment and building
business simultaneously. Actually the
messages in advertising also able to
avoid the emergence of slereolyping,
if BS| delivers the messages as to
address the virtue's of honesty in
company's business slrategy in
protecting the envircnmentand proves
company's commitment to produce
producl’s ingredients that suit to the
Iabals. Hence itwill show that BS| does
nottakeadvantage fromtheconcemol
environment to attract people’s
sympathy.

B Media which indicates BSI's decision
on particular media used, the
frequencies, timing, and geographical
media allocatlion in every country.

B Measurement which evaluates lhe
eflectiveness of messages delivered
and media used in every country.

Since BS! already developed B2C
(Business-to-Customer) commerce, as it
found in Body Shop websile: htip://
www.bodyshop.com that the company
provides selling products through internet
media, therefore BS| could develop ils E-
Business by generating B2B (Business-
to-Business) commerce between com-
pany and its supplier, building C2C (Cus-
tomer-to-Custamer} communication be-
tween customars and C2B (Customer-ta-

Business) communication between cus-
tomer and company (Kotler, 2003) so that
BS! acquire feedback from customer con-
slantly and input from customers would be
helpful in the way BS! updaling its man-
agement and products.

B. Solulions within Cross-Cultural

Communication

In order to avoid the mismanaging of
cross-cullural communication, simuita-
neously creating synergy within the orga-
nization, there are several considerations
that the company should aware. For in-
stance, according to Maslow based on his
hierarchy of individual needs, people
could be acknowledged by their individual
behavior based on; physiological {exist-
ence) needs, safety and security needs,
belonging and social needs, esteem
needs, and seff-actualization and achieve-
ment needs (Mead, 1994, p.209).

Since Body Shop Intemational has
many franchisees scattered around the
world therefore the employees have dif-
ferent background and culturs which indi-
catesthey also havediverse special needs.
For sxample, the level of needs in ad-
vanced nafions is different from develop-
ing and less developed nalions. Hence, in
implementing company's missicn in pro-
tecting the environment and avoiding the
pitfalls in promoting the sccial campaigns
and volunteers work amongst employee,
the company has lo acknowledge that the
employees come from different cullures
that carigs differenl education level and
background. Therelore the company
should restructure its management where
all stores in every country could represent
the different policies which affecled the
salary level, facililies, working atmosphere
and environment and reward programs.
For instance, BSI could differentiate its
bonus system in order to praise the em-
ployees who have outsianding perfor-
mance such as facilities of week end trip,
award for best customer service and so on
{Anonymous, 1997, p.228}.

Since BSI has training school for em-
ployees and franchisee, the company
should add several aspects in impraving
the training system, so that all employees
and franchisees able to adapt into argani-
zation cufture. There are four stages in
leaching method thatthe company should
concem:
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1. Social context and communicative
purpose. In this stage, itis impontant te
recognize the socialandculturalfactors
and build knowledge Lhat related to it
There are twoindicatorsindetermining
the relation-ship of social and
communication context. World
schemata identify the importance of
social and contextual knowledge in
understanding the literature and formal
schemalarefers totheformoflinguistic
strategies lo give inthe communication
goal.

2. The following stage is rhetorical
structures, where in this stage the
implemenlation of teaching cross-
cultural genre involved. It his point, the
students also start to build the
sysiematic way to digest the literature
differences (Yunxia, 2000, pp.50-52}.

3. The last slage is the implication of
genre comparisons. In this stags,
students learn to implement the
relevant knowledge stuclures in their
future intercultural leaming practice.
More over, itis cruciallolet the studenis
expand their abilities in comparing the
cross-culturai literatures, thersfore
studants are able to acknowledge the
balance between the theories and
practice business skills (Yunxia, 2000,
p.67}).

In terms of achieving synergy in the
company, it is essential to recognize the
differences amongs! the employee’s en-
vironment, There are several ways of
awareness in cross-cuftural differences.
Firsily, the company ¢an form the special
leam in assisting employees to recognize
the conflict types and preferences each
person. Secondly, top managers could
help employees in understanding the
cultural differences that may cause con-
flicts. Thirdly, by creating the norm in the
company which explains conflict emer-
gence is the usual matter happened in the
workplace, therefare, every party involved
can work together to solve the problems
exisled (Gardenswartz and Rowe, 2001,
pp-141-142}.

There are some advantages from the
solulions above:

B The employees and franchisee will
understand more Anila’s perceplion
and parant company’s culture.



Therefore, all parties involved are
willing to adopt and juslifying position
between localand headquartercutture,
as a result, the effectiveness of doing
business will improve.

B Higher integration can be achieved
between Anita’s philosophy and all
slaifs thersfare all staffs will perform
belter in developing business.

Nevertheless, il lakes long period of
time and high intensity to achieve perfect
synergy because it requires fully control
and maintenance in each subsidiary to
evaluale the outcome of each solution.
Thus, there is possibility of failure in form-
ing solid collaboralion betwgen head-
quarler, subsidiaries and franchisees if
one of the parties not willing to adjust and
understand the culture diflerences.

C. Solutions within Politic and Economic

Condition

BSI must be aware of the changes in
industry like local deregulations because
the impacts can affecl lhe operation
progress and prefitability of the company.
Thereiore, the parent company is per-

suaded to analyzethe changes in industry
deregulation and some particular laws,
such as antitrust laws, taxation laws, and
labor training laws which appeared differ-
ently in every subsidiary. Or, headquarter
requires report from every branches to
acknowledge the nalional politic situation
in order to form decisions {Hit, Ireland &
Hoskisson, 19386, pp.50-51).

The advantage of this analysis is cre-
ating the appropriate decision in terms of
escalating the company's ability lo over-
come the industry volatility. On the other
hand, in some particular matters, the analy-
sis might result in incorrect decision
caused by lack of capability of manage-
ment either in headquarter or subsidiar-
ies, in terms ofacknowledging the industry
deregulation.

Additicnally, the company must be
aware of the exchange rate volatility as
one ofthe indicators of national economy's
health since this change affects the profit
of BSt as a whole. Thus, parent company
and all branches must analyze the coun-
lries by seanning, monitoring, forecasting,
and assessing lhe local economic condi-

Dlagram.2. SWOT Matrix

Opportunitles (O} | SO Strategles
1.
resources.

natural resources.

Building B2B and B2C siralegies
to improve the new markels and
opportunities in exploring new
countries with specific natural

2. Improving training system for
employees and new franchisees

3. Improving product development by
laking advantage in country's

WO Strategles

1.Crealing synergy

2.Building awareness of
cross-cultural
differentiation

Threats (T) ST Strategies

implementation.

word of mouth.

environment

- WIS

risks

1. Intensive advertising program
supporting by think global-act local

2. Implementing an effective and low
budget markeling strategy such as

3. Using adverlising as a tool to
spread its brand and company’'s
philosaphy of prolecting the

. Implementing C2B strategy
. Improving country analysis
Insuring the foreign exchange

WT Strategies

1. Managemant
restructuring lo erase
the obstacles within
cullural barriers.

2. Company's policies
adjustment.

tion 1o organize financial decision making
(Hitt, lretand & Hoskisson, 1996, p.50).
The advantage of this analysis is escalal-
ing the company's ability to forecast the
operational profit of each branch which
influences headquarters in making deci-
sions. More over, there are several ways
of insuring againsl foreign exchange risks
that BSI could adopt. Firstly the company
and branch maka agreementin using spat
exchange rates in every transaction, Sec-
ondly, both parties make agreemsnt in
using forward exchange rate which the
exchange and executing the deal hap-
pened at the some specific date in the
future, Thirdly, both parties make agree-
mentin using currency swapswhich head-
office and branches simultanegusly pur-
chase and sale of foreign exchange for
two different value dates (Hill, 2005,
pp.319-322}.

Limitatlons

Due lo limitations of data acquired
caused by difficulties in conducting inter-
view with some employees involved in
headquarter company, there might be
some informalion needed for thisresearch
are not included. However, somehow this
concern does nol bring a significant effect
towards the whole research, analysis and
strateqgically thinking. The exploratary
nalure of this research provides results
{hat can be used by academics and prac-
tilioners as a basis upon which lo build on
our knowledge of strategic development
and implementation. Thus the limitation of
data occumed could be improved in the
future research,

Recommendation
There are two strategies that being

recommanded for Body ShopIniemational

in improving ils business stategy in the
following 10 years:

1. Building an inlensive advertising
program. BSI| has public relaticn
divisioninorderlo marketthe products,
Thisis notstronger enoughto compete
in intemational market, since a Iot of
competitors use advertising programs
intansively to atiract cuslomers which
normally handled by professional
advertising manager. More specifically,
the company is one step behind the
gompetitors where competitors are
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aggressively in spreading the
information to customer world wide by
placing the ads through television,
billboard or radios, meanwhile BS|
provides all information in each stores
only. Although advertising requires
higher cost, yet with 1he appropriale
analysis and calculation, the output
will be significant. Beside, BSI's
financial performance has shown a
good progress in pass few years (See
Appendix 1,2 &3). Some relai com-
paniss find adverising is an effective
way for company's development.
Through advertising, BSicouldaddress
its message in protecting environment
wider than before. Hence, advertising
also able lo erase the negative image
of company which some people said
that Anilausesthe socialcampaignsin
order to sell her producls instead of
advertising campaigns. Furlhermare,
implementalion of E-Business
development such as B2B, C2C and
C2B also would generate significant
progress withincompany's development
in the future.

2. Adding a specific class for inter-
cultural managemenl Body Shop
Training School. In lhis training
centre, lhe company only provides
lhe information of organization
culture and mission. The company
does not consider the cullure
differences emerged amongst
employees which build obstacles in
addressing organization culture and
objectives. If the company acknow-
ledges the culture pattern in each
branch, and adjustthe teaching method
by considering the culture differences,
itwillbe easier for employees o accept
and understand the information. More
over, the nature of totalitarianism also
could be eliminated where some
emplgyees and franchisees feel that
the company imposes the mission to
strong. With understanding and leam
each other’s cullure, the company will
know the best way in persuading is
mission lo employees and franchisees
perfectly. As a result, the company
able to achieve higher integrity wilhin
organizalion, which Lhis condition will
lead to effectiveness for employeesin
doing their job.
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Strategy Implementatlon for Each
Recommendation

In order 1o conduct the atvertising
program, the company can startfrom build-
ing the advertising division under respon-
sible of Director of Marketing, Andy King.
The company could recruit qualitalive
employees to create a valuable advertis-
ing program and allocale each person in
each subsidiary, therefare every advertis-
ing application adapts with the local cul-
ture. More beneficially, the company also
could recruit ocal people who understand
local cullure more, as an adverlising man-
ager who fully msponsible in formulating
and implementing advertising program or
as we called this a decenbralization deci-
sion making. There are some alternalive
of mediatypes that BS1coulduse, such as,
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advertising in lelevision, magazines, web
sile, spreading pamphlels, and brochures
alc, so the customers willnotice any offers
from the company immediately. Addition-
ally, BSI's marketing program will be bet-
ter-off by adding B2B, C2C and G2B com-
merce in between. BS| could assign the
Information Technology Manager under
Director Finance and [T, Andrea Alvey,
collaboraling Markeling and Strategic
Planning and Business Development
Division under Jim Hurley as he Director
to run this program. The bolh programs
should apply and manage continuously,
so the company able to evaluate the pro-
grams effectiveness, simutaneousfy main-
tain its position in intemational market.
In temms of adding value in {eaching
method, the company ¢an provides train-
ers who capahle in cross-culture commu-



Appendix2
Balance Sheets
Al 26 Februory 2005
Croup Coaaingeteny
AL nitel LU RS |
T Faw et T Fety nTab
203 ELY] E i
here = 1 = ' -
Flapd ouysts . . N
intanssi atwes n FrN] nr .9 LU,
Targate aseiy 2 715 w! 40,13 470
1PNl s L] - _ . = 1350 @54
M7 6 1808 T
Corfendl akciyty
Slonas 12 B2.1 57 & ELY )
OcLlars’ reeerid e wilt T ore yedf 15 4.9 U Fryy
Dlettors revemalde alle e D o yem- 14 34 .0 4.4
o . 403 arh LE %
Coaah 07 LaE 2737 1 R als 176 X7
1440 1121 1180
Eraditors: amounis falng dea withlos ona ke 10 s [p=a17) IO [t-m ey
Hol current assars 3n4 B 143 e
Tolnl pasets ks currmm DohiliUos 1318 [FLE 1962 teay
Crvohors; ameunts fAlUnp doa afer mars Mun ond year 17 (o3 wrin (0.1} e
[ . lor al i s amd -4 18 .4} T 18y P
1583.0 LR 1g9z.8 TN
Caplia) and reRoTn = _
TIARS Wi e CADTAE 1 10,7 HIE] ror igw
Bhare tRer) s aCoord ] [.C A} Al 7 Bz 347
Mmonee for omn BhaTal Al 83 [IrR N [LiE )] FERL]
Pl mied ok Bocount =0 B5O i 1257 LEHER]
Shareheldory’ funds — shyulty 131.8 129 1 1620 Wl
Minpilty tnicryel - squity 23 1.1 - -
1630 1253 1026 W
Trmie thzioal salemaie et 2ol Uy 1t Joatd 67 28 Aoy POSS wed S0k 0 FE Beiar Uy
Anriany Dengmy
Loyl CRAerm
Sources ; Body Shop [mematonal PLC Annual Repont 2065
Appendix3
GConsolidated Profit and Lass Account
For lhe 52 wooks ended 26 February 2005
Taap Sokh
. Tom At
- T —— -
Tuwmover 2 419.0 EEYR
Cocl ol za'es [4n.y) 1405
Groas profll TreT P20z
Dol orpTTIes ] 2735} oy
COparslng profl 3T L
H= mlerest a n-n Ve
Profll on ¥ activl belore 5 733
Tamalaa o prold o oie a2ty arimlars ir.2) Ly
Pmofll on ¥ BPFEr 273 234
Eguly ey rlresin ({151} -
Prafit o+ the flaancial year R ZT0 27
Poafoinly pbed 350 D00l a {113 [ARR )
Rotalnod grofi 15 ks
Las s B35 B0 Wby Shane k1 1.1p s
Ditod NG o reeady R Rl 12.60 e
I Beutl s oY ICUGRES DOl e Leallar it il GOOTLYE JTRETTZale dna

S ez B0 T £ el vt srd e D LU e R 3N B

Soureos - Body Shop Imtemational PLC Annuval Bsport 2005

nication. It wili be. better if the company
provides frainers from different culture,
and each trainee will teach employees
that come from sama culture or at least
same clusler, lherefore it will be easier o
address the information and building com-
munication with employees. Additionally,
the training centre should add another
subject, such as.understanding culture
differences in order to improve employ-
ees understanding of culture differences.
As a gocd alternative, the company could
makethis as a pre-requisite subject hefore
leaming the organization culture. [
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Appendix 4

Strengths

= Effective R&D process

Weaknesses -

= Strict control on core system in production & operation process
* High commitment of business principle in every party invoived
= Strategy think global act local

= Human Resources Management development

= Good management (Hegular Annual Meeting)

= |mplementing two way communications

= Product variely and markeling strategy improvement

= Capability in implementing mass customization

= Differences staff & franchisees point of view

» Confusing corporate culture

= Lack of capabilities in enforcing company synergy

= Inconsistent in treating franchisees

= Contradiction in communication and leadership style

0.1 8 05
0.15 4 0.6
01 4 0.4
0.05 3 0.15
0.025 3 0.075
0.025 2 0.05
0.05 3 0.15
0.05 4 0.2
0.05 q 0.2
0.05 2 0.1
0.05 2 0.1
0.1 3 0.3
0.05 2 0.1
0.05 3 0.15
2

Opportunitles

Threats

= Negative public opinions
= Volatility in industry environment (exchange rate and political &

economic condition)
= Competitors attack in advertising campaign
= Cultural boundaries
= Appearance of Botanical Garden and Bath & Body as major

* |n expanding to Asian Market especially Southeast Asia
» Exploring natural resources

= |n expanding market to Russia and Jordan

= High demand of franchising inquiries

= Aftraction of environment friendly concept

0.1 5 0.5
0.1 5 0.5
0.1 4 0.4
0.1 3 D3
0.1 4 0.4
0.1 1 0.1

0.05 3 0.15
0.1 2 0.2
0.1 2 0.2
0.15 2 0.3
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