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Introduction

This paper assesses The Body Shop’s position of corporate social responsibility; as a company they have taken many steps to advocate change and awareness, support developing communities, create an ethical culture and the environment.  The Body Shop proudly lives up to its slogans, “Our Business, Our People” and “Our World, Our Community” (The Body Shop, 2007).  The Body Shop is an activist organization committed to the pursuit of positive social and environmental change and displays corporate social responsibility value and support (The Body Shop, 2007).  This paper outlines the background of The Body Shop, their mission, their corporate social responsibility in depth and the implications of their corporate social responsibility position.

Company Background

The Body Shop was founded by Anita Roddick as a means to survive and in later years turned into a multinational corporation (Deresky 2006, pg. 88).  The first store opened in Brighton, UK in 1976 and the company has now grown to over 1900 stores worldwide (The Body Shop 2007).  Privately owned stores operate in several different countries as a franchise of The Body Shop International.  The Body Shop is a manufacturer and retailer of “naturally inspired, ethically produced beauty and cosmetics products” that are all animal cruelty free and contain fairly traded natural ingredients (The Body Shop 2007).  

Organisational Culture & Mission

The Body Shop’s mission “is to be operating and recognised as the benchmark company for the integration of Economic Success, Stakeholder Fulfilment and Social & Environmental Change” (The Body Shop 2007).  This commitment is reflected in their decision making processes, strategic and operational planning goals and activities.  Their mission is to not only find success in financial statements, but in people, life and developing the human spirit, including that of their suppliers, customers and employees (Deresky 2006, pg. 88).  In order to ensure that this mission is attained, focus groups are held with a monetary incentive for all stakeholders involved.  The company is dedicated to social and environmental change, human rights advocacy, social justice, education and the cost of cleaning up the mess it makes into its bottom line (Deresky 2006, pg 88).  

The Body Shop is a force for positive social and environmental change through the development of campaigns around their five core values: support community trade, defend human rights, against animal testing, activate self-esteem and protect our planet (The Body Shop 2007).  The Body Shop has also established its own charity, The Body Shop Foundation, to give financial support in areas of human and civil rights, environmental and animal protection.

Anita Roddick

Anita Roddick has become one of the world’s most outspoken business leaders and activists.  She has devoted most of her working life to finding new ways to take the lead in making the world a better place (The Body Shop 2007).  Anita Roddick has won several awards for her pursuits in social and environmental change and has taken on unique projects such as the organization of a ‘Green Pharmacy’ in the Amazon, based around traditional forest medicines (The Body Shop 2007).  Although she is no longer sitting on the executive committee, she still helps to source new products through her travels abroad as well as work on the creative team for leading campaigns (The Body Shop 2007).

The Body Shop and Corporate Social Responsibility

Anita Roddick has “successfully established herself and her company as leaders in the arena of social responsibility” (Dennis, Neck & Goldsby 1998).  It has been suggested by Dennis, Neck & Goldsby 1998, that the Body Shop ‘is a model of social responsibility and ethics in business’.  According to Roddick, leaders have a responsibility to make their companies profitable, but not at the expense of human right abuses, the environment, or preventing employees from having a sense of pride in what they do” (Coomber 2005).  The Body Shop’s stance on these issues is evident in its mission statement, which includes dedication “to the pursuit of social and environmental change and to passionately campaign for the protection of the environment, human and civil rights, and against animal testing with the cosmetics and toiletries industry” (The Body Shop Australia 2007). The Body Shop does not only focus its CSR efforts on their consumers, but prides itself on training employees in the field of CSR and the issues the Body Shop addresses through its CSR (Dennis, Neck, & Goldsby 1998). 

The Body Shop Australia and CSR

Campaigns

The following are campaigns that have been developed and implemented by The Body Shop in Australia over the last few years: 

2003 Campaign - Celebrate Cultural Diversity 

“The aim of the campaign was to promote a welcoming and supportive attitude towards refugees, recognizing the amazing journeys many have undertaken and highlighting the positive contribution refugees make to Australian society” (The Body Shop Australia 2007).

2004 Campaign - Help Stop the Violence in the Home

“The aims of the campaign are to raise awareness of the issue of domestic violence, to raise awareness of the support services available and to raise money to support women and children affected by domestic violence” (The Body Shop Australia 2007).

2005 Campaign - The Respect Booklet

After the Help Stop Violence in the Home campaign in 2004 The Body Shop, which had a strong focus on youth and prevention, launched a booklet titled ‘Expect Respect’ (The Body Shop Australia 2007).  The booklet was designed to help young people with hope “that in reading the booklet many young people will be alerted to the warning signs of abusive relationships, which could help prevent them from entering such relationships later on in life” (The Body Shop Australia 2007). 

2006 Campaign - Stop Violence in the Home

The Body Shop sold Daisy soaps in the later half of 2006 to “raise money to support children and young people who are affected by domestic and family violence” (The Body Shop Australia 2007). 
2007 Campaign - The Human Rights Defender

The Human Rights Defender is an “international magazine published monthly by Amnesty International here in Australia” (The Body Shop Australia 2007). The Body Shop helps raise money for Amnesty International by circulating this magazine and selling Christmas cards during the festive season (The Body Shop Australia 2007). 
Core Values

The above campaigns are derived from the Body Shops core values (The Body Shop Australia 2007).

The Body Shops core values include: 

· Strengthen Our Community

· Defend Human Rights
· Activate Self Esteem
· Protect Our Planet
· Against Animal Testing 

· Support Community Trade (The Body Shop Australia 2007).
In addition to their annual campaigns, “The Body Shop Australia is able to support a wide range of community organisations through their volunteer assistance program, Community Projects, and by donating printed resources such as copies of Full Voice, postcards and campaign materials” (The Body Shop Australia 2007).

Full Voice Magazine

Full voice is a magazine produced by The Body Shop Australia to educate people about their core values (The Body Shop Australia 2007). The magazine, which tackles difficult and complex issues, distributed free of charge (The Body Shop Australia 2007). 

Social and Environmental Reports

The Body Shop believes that “a business has a moral obligation to account for its social and environmental performance” (The Body Shop Australia 2007).  Since 1998 The Body Shop has “produced a public report every two years on the company’s social and environmental performance” (The Body Shop Australia 2007).  The reasons The Body Shop publishes these reports are that “it’s the right thing to do, continuos improvement, lead by example and strategic planning” (The Body Shop Australia 2007). 

Body Shop International and CSR

The Body Shop’s core values remain the same throughout all countries, internationally.  There are currently two campaigns running internationally; Stop Violence in the Home and the HIV and AIDS awareness and prevention (The Body Shop 2007).  The Body Shop has “20 years of experience in campaigning and with the support and action of its customers, means The Body Shop has become effective and respected for tackling ethical and environmental issues” (The Body Shop 2007). 

The Body Shop Foundation

“The Body Shop International has a history of making charitable donations” (Dennis et al. 1998).  The Body Shop foundation was set up in 1990 as a charitable trust that “supports charities working on environmental, animal welfare and human rights issues, and so far has donated over ₤8 million in grants” (The Body Shop 2007). 

Corporate Social Responsibility in Multinational Corporations

Multinational corporations (MNCs) are under growing pressure to display socially responsible behaviour in their global operations (Jones 2005).  However, global corporate social responsibility (CSR) and the management of CSR behaviours are not widely understood, even though individual national business environments are increasingly promoting them (Bennett 2002; Mohan 2006). To counteract this, there are several emerging voluntary initiatives and guidelines seeking to improve global CSR (Mohan 2006).

MNCs are “complex, differentiated networks marked with internal heterogeneity and the complexity of managing across dispersed and diverse units” (Mohan 2006, p. 10). This has several implications for MNCs' management of stakeholder relations across the multiple environments (Bennett 2002). Global CSR management involves cross-border transfer and management of CSR practices, from one part of the MNC to another, as well as the management of local CSR practices suited to the local context of the subsidiary units (Detomasi 2007; Mohan 2006).

Business is an inseparable and embedded part of society (Jones 2005). In addition to its economic role, MNCs also have several other roles and responsibilities, particularly towards their stakeholders (Bennett 2002; Jones 2005). Business responsibilities therefore tend to be discussed in reference to stakeholders of the business and the wider society (Mohan 2006).

The term CSR refers to an organization's responsibility for integrating stakeholder concerns in routine business activities (Bennett 2002). The numerous and diverse stakeholders of MNCs include global customers, investors, creditors, employees, international organisations, national governments, non-government organisations, activist groups, local and global communities (Bennett 2002; Mohan 2006; Detomasi 2007). Supranational stakeholders of The Body Shop include the United Nations (UN), the European Commission, the Organisation for Economic Cooperation and Development (OECD), a variety of cross-border interest and activist groups, NGOs championing issues such as consumer-protection, environment, safety, health-care, and labour rights, and local communities in home and host countries (Jones 2005; Logsdon & Wood 2005; Mohan 2006). The communities in developing countries are often called 'weak' or 'silent' stakeholders, due to their lack of voice and power (Logsdon & Wood 2005).

It is well known that social expectations, issues, norms, and values, and corporate requirements change over time (Jones 2005). CSR is behaviour that is congruent with prevailing social norms, values and expectations of performance (Bennett 2002).  The social issues, social acceptance and societal expectations are different across the world, both in terms of space and in time (Bennett 2002). In operating across these differentiated environments, MNCs need to manage each of these diversities while simultaneously following corporate strategy (Detomasi 2007).

Furthermore, MNCs multiple domestic environments are collective and interconnected (Logsdon & Wood 2005). The complex legitimacy issues faced by MNCs across diverse political, economic, institutional and sociological environments are also discontinuous and marked with uncertainty, precluding universal corporate policies (Mohan 2006). What may be acceptable in one country at one time may run counter to public policies or acceptable norms elsewhere (Bennett 2002).

CSR in MNCs is also influenced by several forces seeking to homogenize CSR across the world, so that fundamental and universal values are protected and upheld (Bennett 2002; Mohan 2006). These homogenizing forces comprise a variety of policy regimes at the global and national levels (Jones 2005); including international guidelines, multilateral agreements, and trade treaties such as the North American Free Trade Agreement (NAFTA), the World Trade Organisation (WTO) and the Association of South East Asian Nations (ASEAN) (Mohan 2006). Several normative and descriptive standards of global CSR performance have emerged, such as the Human Rights Principles and Responsibilities for Trans-national Corporations and Other Business Enterprises, the Tripartite Declaration of Principles Concerning Multinational Enterprises and Social Policy, and the OECD Guidelines for Multinational Enterprises (Bennett 2002; Mohan 2006). Similarly, several voluntary initiatives and market based standards are emerging, such as the ISO, EMAS, SA, 8000, AA1000 and the GRI, which seek to provide basic social and environmental standards for business operations across the world (Jones 2005; Mohan 2006).

Understanding of global CSR remains in its early stages (Bennett 2002; Jones 2005).  Most existing models of CSR management in the international business domain have focused onsocial issues, crisis management, or the attitudinal predispositions of firms' responsiveness (Mohan 2006).  Little is known about MNCs' strategies for managing stakeholder relations with a multitude of stakeholders of varied background, at various levels of the MNC (Logsdon & Wood 2005).

Implications of The Body Shop’s CSR ‘position’

The Body Shop’s proactive position regarding CSR has been beneficial in many ways.  The three key reasons for their success include:

· CSR satisfies the triple bottom line of social, environmental and financial performance (people, planet and profits).

Companies nowadays are not only required to meet financial goals of profitability, but are encouraged to try to achieve goals that satisfy the Triple Bottom Line.  The Body Shop addresses these three components through its social and environmental reports that are made available to the public and company stakeholders.

· CEO as spokesperson & creator of the main brand identity.

In her role as corporate spokesperson, Anita Roddick has been successful in leading CSR efforts from the top of management, which is the most effective way to ensure they are thoroughly implemented.  Anita is immediately identifiable in business circles as the company founder, and has received a lot of recognition - including Businesswoman of the Year in 1984 (Oates 1988) - for her efforts in creating The Body Shop’s CSR foundations.

· Promotion of CSR from the very beginning.

From early in business development, Anita wanted to establish a business that was socially responsible and ethical at the core (Dennis, Neck, & Goldsby 1998).  In doing this, she has successfully established herself and her company as a leader in the arena of CSR.
How CSR affects key stakeholders

A stakeholder is anyone who is directly or indirectly affected by a company or its actions.  The effects of The Body Shop’s CSR on key stakeholders include:

· Owner and management - In 2000, Anita’s estimated net worth was over $250million, indicating that CSR of The Body Shop has obviously been profitable.

· Employees & Franchisees - Anita recognises the need to develop a communication style that creates closeness within the organisation, keeping all employees informed on company CSR.  Also, the selection of franchisees is a very thorough process, and successful applicants must agree to be active in their local community (Wehnes 1996). 

· Shareholders – The Body Shop’s CSR was profitable for shareholders, prior to the de-listing of the company in 2006.  

· Suppliers/Community trade partners - There is some discrepancy as to how much The Body Shop actually benefited community trade partners; some critics claim trade partners were taken advantage of.    

· Media - Anita is seen as a crusader for CSR and has received a great deal of media attention.  Most of this attention has been positive, although some have questioned the integrity of the The Body Shop’s CSR.

Criticisms of The Body Shop

Since the company’s inception, some people have claimed that the Body Shop is actually irresponsible in nature.  It has been claimed that Anita Roddick stole the name and marketing tactics in the 1970s, after visiting a natural skin care store in San Francisco (Dennis, Neck, & Goldsby 1998).According to Jon Entine (1996) the original owners willingly sold the naming rights to the Roddicks in 1987 for $3.5 million, only discovering afterwards that it had been operating as a ‘copycat’ for years.  This allegation raises concerns about the ethical standing of The Body Shop and its CSR (Dennis, Neck, & Goldsby 1998).  Also, The Body Shop’s initial claims that product ingredients are not tested on animals were found to be false; although the company does not test on animals itself, it uses ingredients that have been tested on animals by other companies (Dennis, Neck, & Goldsby 1998).  The Body Shop Germany was sued in 1989 for misleading advertising, resulting in the Body Shop replacing its’ labels with the slogan “against animal testing” (Dennis, Neck, & Goldsby 1998).

 Another operation that is under question is the ‘Trade not Aid’ program;  which does not disclose an exact percentage of raw materials that are obtained through this program.  In 1994, it was calculated that as little as 0.165% of gross sales goes into the pockets of community trade producers (Dennis, Neck, & Goldsby 1998.   This program  has been claimed to be a public relations ploy, because the company extensively uses images of community trade partners (for which they are not compensated) to promote its corporate image as an environmentally and socially responsible (Dennis, Neck, & Goldsby 1998).  In the early 1990s The Body Shop also changed its claim of ‘natural’ products to ‘naturally based’, after findings that many of their cosmetics contain few, if any, of the widely publicised organic and indigenous ‘natural ingredients’ (Dennis, Neck, & Goldsby 1998).

According to high profile Body Shop critic, Jon Entine, the financial contributions of the company to charities are not as large as expected (Dennis, Neck, & Goldsby 1998).  In 1994, only 3% of pre-tax profits were donated to charity, which is significantly less than other socially responsible companies, such as Ben & Jerry’s who donated 7.5% (Dennis, Neck, & Goldsby 1998).  Some would expect a company that prides itself on such high standards of CSR to make a larger financial contribution (Dennis, Neck, & Goldsby 1998).

Is The Body Shop a good example of CSR?

In deciding whether The Body Shop is representative of good CSR, it is evident that opinion will be divided; some may think that The Body Shop is an example of excellent CSR and that its positive contributions to society outweigh any negative consequences of their actions, while on the other hand, some people find that the company’s shortfalls cannot be ignored and that there is always room for improvement (Dennis, Neck, & Goldsby 1998).  However, as stated by Dennis, Neck and Goldsby (1998), “it is safe to suggest that The Body Shop demonstrates the struggle of attempting socially responsible actions today’s complex global market.”

L’Oreal takeover

On July 12, 2006 The Body Shop International de-listed from the European stock market, following the completion of its purchase by French cosmetics group, L’Oreal (L’Oreal Body Shop to de-list from July 12 2006).   Gordon Roddick resigned from the Board of The Body Shop, along with four other executives, who have been replaced by six L’Oreal executives (L’Oreal Body Shop to de-list from July 12 2006).  Prior to its takeover, Anita Roddick owned 18% of The Body Shop International stock; she is expected to have made approximately £130 million from the deal (Body Shop Agrees L’Oreal Takeover 2006).  The Body Shop brand name has been retained and the company is continuing to be run independently, with Anita as non-executive director and consultant (Body Shop Agrees L’Oreal Takeover 2006).  At this point in time, The Body Shop has preserved its individual identity and values and does not appear to have been principally affected by the L’Oreal takeover.  It is yet to be determined what the long term implications of the sale will be, on the company’s CSR and profitability.

Conclusion

The Body Shop has come a long way from its beginnings as a small store, progressing into a large multinational corporation.  There is debate among people as to whether The Body Shop is actually acting as responsible corporate leader, or whether it is merely using admirable slogans as a marketing and public relations tool.  Although they claim to have a lot of support for developing communities, as well as social and environmental concerns, which can set an example to many other corporations, some criticism has emerged regarding the actual benefits of this support.  Currently, The Body Shop recognizes the importance of social corporate responsibility, however, to be regarded as leaders  in the field in the future (especially since the corporate takeover by L’Oreal) it must continue to innovate, further its social responsibility policies and demonstrate tangible action.
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